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Pickering’s saw logs come from the west slope of the 
Sierra Nevada mountains, up 4,000 to 6,000 feet, 
where the finest and largest stands of timber reach 
their best development. Due to favorable growing con- 
ditions this high-altitude timber is of exceptional 
quality and because of its inaccessibility it has been 
dificult to harvest and has remained a virgin forest 
of the highest quality. 


Starting with fine natural quality in the tree, Pickering 
maintains this quality throughout its operations — 
sawing, milling, drying, grading, shipping. Pickering’s 
mills are modern, its crews well-trained, its manage- 
ment experienced. 


Result: When you specify Pickering’s “GOLD 
MEDAL.” lumber, you get the finest quality. 


Please contact your local distributor who features 
“Gold Medal” products—or drop us a line at Stand- 
ard, California and let us put him in touch with you. 


In 1960 we started production of ‘‘GOLD 
PLY’’ PLYWOOD — another quality product 
—supplementing our present trio of ‘‘Gold 
Medal"’ products — Sugar Pine, Ponderosa 
Pine and White Fir lumber. 


At left: Giant Pickering Sugar 
Pine tree—234 feet tall, taller 
than a 15-story office building. 
Believed to be the largest 
standing Sugar Pine in the 
world. Over 500 years old, 
10’9” in diameter breast high, 


Write today for a copy of 
Pickering’: color brochure, “Timber. 


ING LUMBER CORPORATION 


Standard, California 
(near Sono a, Calif.) 


MILLS: eee ge Lbr. Corp Standard, Calif. 
West tbr. Co. Div. begun x 
WA 8-4213 
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“EVERYTHING HINGES ON HAGER !." 


C. Hager & Sons Hinge Mfg. Co. © St. Lovis 4, Mo. 
In Canada, Hager Hinge Canada Limited « Kitchener, Ontario 


Founded 1849—Every Hoger Hinge Swings on 100 Years of Experience 
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“EVERYTHING TO BUILD 
ANYTHING” 


123 W. 45th AT BARNARD 


e HARDWOOD 
FLOORING 
PLYWOOD 
MILLWORK 
DOORS 
SASH 
ROOFING 
HARDWARE 
BRICK 
SAND 
LIME 
CEMENT 


PRE-FIT WINDOW 
UNITS 








PRATT & LAMBERT 
& 
SOUTHPORT PAINTS 





ADams 2-3128 


i 


“We got a $25,000 account through the Yellow Pages!” 
says Thos. Guerry, Jr., of the T. H. Guerry Lumber Co., Savannah, 
Ga. “And that account is just one from many builders and con- 
tractors in the 80-mile area around Savannah who came to us 
after seeing our Yellow Pages ad. I know our Yellow Pages adver- 
tising works because again and again new customers say that’s 
how they found us. There aren’t many minutes in a day that the 
phone’s not ringing—thanks to the Yellow Pages!” 











KILN DRIED - AIR DRIED 


HOME FINANCING 


Display ad (shown at right) runs Free Estimates Without 
, e : under LUMBER. Call the Yellow : 5 
Display this emblem. It builds your business! Pages man at your Bell Telephone Obligation 
Business Office to plan your program. 
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Lumber is Part of a Sales Package—page 7 


LUMBER PROGRESS—A Special Report 
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COMING IN YOUR AUGUST 14th BMM: 


* 65-year-old retail company shows how to profit from 
store selling, home improvement package selling and 
— components. 

* Dealer shows how to control sales in small-town and 
rural markets. 

* Automated precutting for trusses and panels. 

* How dealer sells low-cost FHA 203i housing. 


COMING EVENTS “DSC” means Dealer Sales Control, a phrase coined by this 

Sept. 17-20—1961 Hoo-Hoo Convention, The Americana, magazine to focus attention on the most profitable business 

Miami Beach ; . ’ methods used today by dealers and wholesalers. It is one of 
"tm dee taal pen Convention, Pitts- the permanent management principles which guide the edi- 
Sept. 24-28—Joint National Convention of Aluminum tors in reporting and interpreting industry trends. 

indow Manufacturers Assn. and Sliding Glass Door Controlling the sale at dealer level can stem from land con- 
| I Lm gl uae Mountain Shadows Resort, trol, prefabing, financing, Home Center stores, strong retail 
Sept. 25-27—20th Annual Meeting of Northern Sash & advertising, installation services, sales of new homes or re- 

‘oor Jobbers Assn., Somerset Hotel, Boston modeling packages to builders or consumers. 

ye arrmece Hardware Show, McCormick Place, DSC means product brands and specifications controlled by 
Oct. 15-21—National Forest Products Week the dealer. 
Nov. 4-7—NRLDA, McCormick Place, Chicago 
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YL-COUSTIC(i fiberboard tiles soak up 

atter than, ordinary acoustical tiles. Your 

that these vinyl-covered tiles are ideal 

addition to muffling noise, these tiles are: 

nd grease-resistant; 2. Attractive. They have no vis- 
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—— | ible hol e to a thin vinyl film that ¢ covers their entire surface. 


‘tails contact BA er. 


i 
} > c na an ‘ 
T! OFFICES IN: BIRMINGHAM, BOSTON, CHARLOTTE, CHICAGO, CLEVELAND, HOUSTON, NEW YORK, PHILADELPHIA, ST. PAUL. llied 


tTrade Mark of Allied Chemical Corporation 


UIE 


BARRETT DIVISION hemical 


40 Rector Street, New York 6, N. Y. 








Tapestry 


Circle No. 4 on Handy Cover Card July 31, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 








Building 
Materials 


MERCHANDISER 


(formerly American Lumberman) 


Publisher Herbert A. Vance 
General Manager Joseph O'Neil, Jr. 


Editor Wesley W. Wise 
Executive Editor Richard W. Douglass 
Associate Editors Ruth Lundahl 
Robert E. Lacey 
Merchandising Editor Robert Dietmeier 
Assistant Editor Robert P. Satkoski 
Production Manager Harold W. Thune 
Production Editor Mary Jabsen 
Art Director Robert McCullough 
Architectural Consultant James N. Lindenberger 
Store Consultant Paul Ergang 


Editorial Offices: Headquarters, 59 E. Monroe St., 
Chicago 3, Ill., Telephone Financial 6-7788. 


Washington Bureau: Hugh L. Morris, Room 1118 
Nation Press Building, Washington 4, D. C., 
Telephone ME 8-6699. 


BUSINESS DEPARTMENT 


Advertising Sales Manager Duke Lynch 

Eastern Sales Manager Tom Lindsey 
Circulation Manager Dexter W. Johnson 
Circulation Service E. B. Cunningham 

Advertising Production Louise Pliska 


ADVERTISING SALES REPRESENTATIVES 


Eastern: Tom nent, Jack Dazzo, 370 Lexington 
Ave., New York 17, Telephone Murray Hill 3-8333 


Southeastern: E. L. Neff, 15 Castle Harbor Isle, Fort 
Lauderdale, Fla., Telephone Logan 6-5656 


Central: David Sauer, Room 425, Bulkley Bldg., 
ae a Ave., Cleveland, Ohio, Telephone Pros- 


Midwest: George Van Zevern, Gene Fowlie, Rob- 
ert W. Teichmann, 59 E. Monroe St., Chicago 3, 
Ill., Telephone Financial 6-7788 


Pacific Northwest: Bob Monetti, 2851 S. W. Park 
Road, Oswego, Ore., Telephone NEptune 6-6660. 


Los Angeles 28: John E. Meehan, 1350 N. Highl 
HOllywood 5-7906 — 





Controller John B. O'Neil 
Management Consultant Arthur A. Hood 





BUILDING MATERIALS MERCHANDISER is pub- 
lished every other Monday by Vance Publishing 
Corp. 59 E. Monroe St., Chicago 3, Ill. This issue 
is published in a western and national edition. Sub- 
scriptions: one year, U. S. and Canada, $5 (26 
issues), $8 for two years, $10 for three years 
Foreign, $20 for one year. Single current copy, 50¢. 
Back copies $1. Buying and Products Data File 
issue is $2. Entered as second class matter October 
2, 1946 at the Post Office at Chicago, IIl., under the 
Act of March 1, 1879. Copyright © 1961 by Vance 
Publishing Corp. 





+, ‘ 
Curat 


MEMBER 
AUDIT BUREAU 
CIRCULATIONS 


BUSINESS 
PUBLICATIONS 


Y * BUILDING MATERIALS MERCH- 
: Qe} ANDISER is published every other 
vsicaliONt Monday at 59 E. Monroe St., Chicago 

3, Ill. Other Vance Publications are 

HOME Maintenance & Improvement, WOOD & 
WOOD PRODUCTS and MODERN BEAUTY SHOP. 





THE EDITORS’ VIEWPOINT 


Lumber is Part of a Sales Package 


HERE WERE A VARIETY OF REACTIONS to the field 
study by the editors of BMM among lumber manufacturers and 
wholesalers, which resulted in the special report starting on page 28. 
Some lumber mill people were happy to discuss their problems 
and disclose new plans and projects. Others were friendly but non- 
committal. Some claimed that they had no problems. A few pro- 
tested our intention to air some of the lumber industry’s problems 
and to report progress in solving them. 

One of the most interesting comments appeared in enough places 
to be noteworthy. Some mill people severely criticized the retailer 
for taking on non-lumber lines. 

These lumber manufacturers—who are in the minority—fail to 
see that the retailer who sells building materials of all kinds is the 
one who dominates his local market and who is the best lumber 
merchandiser in town. 


Most dealers we know prefer to sell wood products. But they 
also want to make a profit. And at retail level the sale of lumber by 
itself is a poor profit line. 

The way to make a decent return is to sell more to every cus- 
tomer. In the retail business that means sale of complete house and 
home improvement packages—what this magazine calls DSC 
(Dealer Sales Control). 

This “packaging shift” in light construction is here to stay, from 
small-town yards to the biggest cities where smart dealers sell pre- 
fab homes to the largest tract builders. 

The prefabricated home manufacturer practices package sell- 
ing. Ironically, the same lumber manufacturer who criticizes the 
retail dealer for selling all materials for a house will covet the 
independent prefab producer as an “industrial account” and sell 
him direct from the mill at favorable prices—giving the prefaber a 
price advantage over the retail lumber dealer. 

When will lumber manufacturers realize that the price advantage 
should be given to the other fellows—to the retail yards which are 
their front-line sales agents, not independent prefabricators who 
might tomorrow decide to use plastic framing? 

Such tactics as the above have contributed to the deterioration of 
lumber mill and dealer relations during recent years. For example, 
we asked a group of dealers what lumber producers could do to 
help them sell. A New England dealer replied: 

“I cannot at this date believe that any lumber manufacturer is 
to help us. I don’t believe them and nothing further away from the 
truth is possible. 

“If the manufacturers were sincere, they would clean house of all 
marginal distributors. They would cease selling direct, they would 
sell to franchised dealers only. The material would be available 12 
months a year. All prices would be firm from season to season. 
They would prohibit the mixing of percentages of lower grades in 
unit sales.” 

Instead of criticizing the dealer for selling other materials, it 
would seem to us that lumber manufacturers should listen to their 
dealers. Fortunately, as reports in this issue show, this is beginning 
to happen. We say, the more the better. 


THE EDITORS. 








How to lighten your 





biggest burden 





The biggest burden any building 
products dealer must carry is the 
cost of selling. One easy way to 
lighten that burden is to sell 
widely advertised, brand name 
products. Such products are al- 
ready pre-sold. It takes less effort 
to move them. Once they are 
sold, they stay sold—because a 
manufacturer has staked his rep- 
utation on their quality and abil- 
ity to fill the need. Lower selling 
costs mean higher profits—and 
higher profits are tied to brand 


name products. 





CONFIDENCE 


MEMBER OF 


BRAND, 
NAMES 


FOUNDATION, INC, 


SATISFACTION 








Brand Names Foundation, Inc. 


437 Fifth Avenue, New York 16, N.Y. 
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THE AIR IS FULL OF BRAVE TALK ABOUT BETTER BUSINESS NOW AND IN THE FUTURE. 


THE PROBLEM 


Some forecasters speak glowingly of a boom ahead that will 
Surpass all previous booms. 


In light construction, some home builders are quoted as being 
boldly optimistic, reporting big plans based on recent 
housing legislation. 


At the same time, many building materials manufacturers are 
trimming costs as never before. For instance, one major 
producer is currently laying off salesmen, slicing promotion 
budgets, apparently convinced that there's little value in 
strong merchandising to invest in the future. 





The dealer picture is mixed. In some regions dealers report 
increases in sales from a year ago. In other areas, dealer 
business continues to decline. 





Even in home improvement selling, the biggest untapped market, 
some top merchants say that it takes more hard sell today than 
ever before . . . especially to make decent profits. 





Taking everything into account, a reasonable outlook is for 
general economic conditions to steadily improve but light 
construction will do well to hold its own this year compared 
to 1960 performance. 








Individual dealers and manufacturers, of course, can and are 
capturing more sales than a year ago. It may not be wise 

to invest heavily in expansion or merchandising if a market is 
not available to tap; but there are many specialized markets 
which lie wide open for aggressive promotion. 


Everybody in the building materials business should realize 
that as an industry we have yet to invest the dollars in 
salesmanship which the market deserves. 








OF SALES COMPLACENCY in building and related products was 
pinpointed early this month by Howard L. Richardson, president 
of The Stanley Works, speaking at the annual National Retail 
Hardware Assn. Congress in Denver. 








"We manufacturers and retailers together must overcome the 
softness and complacency that has developed in the last 20 
years. We need to sell from strength, not from weakness," 
Richardson remarked. 











He also said: "I believe, in hard goods at least, that 

distribution costs have been too high in relation to the 

manufactured value of the article. The distribution 

function must be more efficient and less costly." The most 

important change today, Richardson said, is to provide 

one-stop, combined shopping . . . without parking meters. 
(continued on page 12) 
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PUT 


COAST TO COAST PROOF... 








ROGERS 


INDUSTRIES 


JON BAKE, 
Columbia Aluminum Products, 
Portiand, Oregon 

“In the past four years 
alone, our prime window 
sales have more than 
doubled with the Rogers 
line. And profits are up 
because Rogers qualit 
eliminates costly call- 
backs."’ 


4e)8) 2-3 


¥ ‘ 


&.. 
CARL OLDACH, 
Carl Oldach Co, 

Colorado Springs, Colorado 
“Rogers helps us keep 
our sales ahead of com- 
petition .. . with finest 
quality products, mer- 
chandising aid, service 
and delivery."’ 


IN THE 


® Complete line finest quality products 


7 
© Prompt Shipment 


© Exclusive Franchised territory © Powerful merchandising and advertising support j 
Become a Rogers Distributor now! Get the quality products and com 
: plete service that build Volume sales; volume profits from Portland i 


to Providence 















MORE SALES! | 


JOE HOFFMAN, 
4 
Rogers Bee satistae ; 


promotional su 


ROGERS PROFIT PICTURE! 


e Financing to suit your needs 


Ot a el ee ee 


Pomona to Pittsburgh 


MORE PROFIT! 


ALUMINUM — 
PRIME WINDOWS 





PPO 





July 31, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 
















adolel-1a-mel=s-1le lame -Jalelial-1-1alalem-tale m=» 4el-1al-lalet-m ol-lol-madal-milalelel-tda'an\ a dalr- Malel—> 
oh Mal 0), Aamo] Moke Ukon ¢-Wammal-ay amr-Cor-0one-halolal-mamal-s, mule l-1-t- Baa colel-la-mmelUr-lihavauaal-T- lal 


more home. for your customers—more customers for your homes! 



















































































@ New “700” Single-Hung Prime Windows @ Rogers “5000” Aluminum Jalousies 

@ New “501” Slidemaster, “Double-Insulated Glass” @ Versatile Sliding Glass Doors 

@ New “254” Four-track Slider @ ‘Automatic Locking” Awning Windows 
e@ Famous “500” Deluxe Slidemaster @ Complete line Picture Windows 


@ Fast-selling “250” Economy Horizontal Slider 






EXECUTIVE OFFICES: 
Detroit 27, Michigan 






Plants Jackson, Michigan 
ie hUhaodalial-lolamma@-lal-t-t-) 
mole ms tits ee Cl elae ir | 
akolpale lar: Wm On-Line] gall | 







NEW DEVELOPMENTS (cezis on page 9) 
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NEW GOVERNMENT INTERVENTION IN THE MORTGAGE MARKET is the talk around 
Washington, if a rise in home financing costs chokes off 
the wanted recovery of private residential construction. 


The National Assn. of Home Builders, while ostensibly 
believing in private enterprise, has called upon the government 
to use "all available methods at its disposal" to make 53% 

an effective rate on mortgages. 





An official said this meant using the "power, prestige and 
influence" of the White House, since the Federal National 
Mortgage Assn. was committed to the limit in supporting FHA 
and GI loans. 


"The discount problem has bothered us for a long time," 
explained a spokesman for the Senate subcommittee on housing. 
He referred to discounts as "Shady business .. . bordering 

on black markets." 

(Discounts, or points, are charged on conventional as well as 
FHA and GI mortgages when the interest rate is below the return 
which lenders could realize from other forms of investment. 
Builders usually have to absorb the cost of the discounts.) 


The Mortgage Bankers Assn. called the hassle over discounts a 
"public relations problem" caused by fixed rates on FHA and 
GI mortgages and pointed out that discounts are widely used 
in bond markets to adjust yields. 

















One interesting point: all the headlines about FHA and GI 
insured mortgages sometimes seem a little ridiculous when you 
consider that in April VA insured only 5% of total private 
house starts and FHA insured only 18%. Combined, the govern- _ 
ment-insured programs only account for 23% of all home mort- 
gages. This compares to 42% insured by the government in 1956. 











This raises the question: why doesn't the builder association 
pressure the private lender groups to solve the problem, 
rather than running to the government? 











If you think they should, maybe you should declare your 

views to the home builder group. Write: John N. Dickerman, 
executive director, National Assn. of Home Builders, 1625 "L" 
Street NW, Washington 6, D. C. 


MANUFACTURERS ARE BECOMING MORE AWARE OF CONSUMER RESISTANCE TO POOR 
PRODUCT PERFORMANCE. Case example is the problem of kitchen 
cabinet failures. Members of the National Institute of 
Wood Kitchen Cabinets pondered this problem at a recent 
symposium in Chicago. 





The group concluded that the industry needs performance and 
longevity tests for cabinets and component parts, rather than 
specifications for individual materials and methods of 
construction. 








Possible cabinet failures can occur in these five areas, 
which the group singled out as needing possible tests-- 
finish, cabinet structure, fastening, hardware and packaging. 





The NIWKC engineering committee is meeting again this week 
to develop the new testing program. Several independent 
testing laboratories have been invited to submit proposals. 
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For Increased Volume and Profits, Sell. . oom 


The New Look | y 


in Ceilings! 
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CELOTEX...World’s Largest } 
Insulation Board Manufacturér.>. 
Sets New Highs in Fiberboard Tile’ 


Beauty...Quality.. Performance! 


To increase the flow of dollars into your cash 
register, Celotex invested over a million dollars 
and three years of research and development in 


fiberboard ceiling tile improvements. 


Only BAsIc improvements can make real prod- 
uct differences that will make more people buy 
ceilings from you . .. and want one brand more 
than any other. The NEw Celotex line has those 


basic improvements. 


These Celotex advancements are SALABLE im- 
provements. From fiber core to finished product, 
they're exclusive with Celotex. 


Get the whole exciting story from your Celotex 
representative. Act...now...to increase your 
sales and profits. 


Make your store headquarters for the New 
Look in ceilings . . . the Celotex QUALITY Look! 


Breakthrough began when Celotex Research Center, using 
special “pilot plant’ processing equipment, succeeded in 
producing a finer fiber without sacrificing strength or 
toughness. 

RESULT: A salable difference your customers can see and 
feel ...a strong, firm core board with a smoother surface! 
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“Whitest tile in the indus- 
try!’ That was the order to 
Celotex scientists.They achieved 
it by developing new formulas 
that include synthetic resin 
binders and require more of 
costly TiO2(titanium dioxide)... 
the whitest, best-hiding pigment 
known. 


RESULT: New “Diamond 
White”... the whitest white 
ever! Exclusive with Celotex! 
(Compare it with other tile you 
now think of as “white.”) All 
over America, women have 
been asking for a more pleas- 
ing white. Now you have this 
answer to consumer demand, in 
all-white designs and as bril- 
liant background for smart new 
printed patterns. Diamond 
White not only has greater 
light reflectance (90%—and 
with no glare!) but also supe- 
rior stability; wiil not yellow 
with age... washable. 


t 


“Hot rolled’’! At high temper- 
ature, under heavy pressure, 
special hot-rolling process 
“irons in’ the finish. Fused to 
surface and bevels, paint be- 
comes an integral part of 


board. 


RESULT: The Celotex QUALITY 
Look! A smoother, tougher fin- 
ish that resists cracking, craz- 
ing, chalking...a permanently 
“ironed in’ Diamond White fin- 
ish on face and all bevels ...a 
BASIC improvement that as- 
sures your customers uniformly 
smoother, permanently beauti- 
ful ceilings! 


ff 


Acoustical laboratory tested! As part of the Celotex quality con- 
trol program, every HUSH-TONE® product must meet rigid standards 
of uniform, permanent, high acoustical efficiency. At Research Cen- 
ter, every product is proved in one of the world’s finest reverberation- 


test chambers 


RESULT: With Celotex, you can offer your customers assured maxi- 
mum sound-quieting performance, in a variety of acoustical ceilings 
... fissured, micro-drilled, punched, perforated. 


Positive bevel “‘stop’’! New 
self-regulating “‘stop’’ and im- 
proved precision-edge fabrica- 
tion were developed in Celotex 
laboratories. Actual installa- 
tions proved the superiority of 
this new EZ joint. 


RESULT: Now, with Celotex, 
it’s easy to have true, level ceil- 
ings, perfect joint alignment, 
quicker installation. ..improve- 
ments acclaimed by both con- 
tractors and do-it-yourselfers. 


y 


lent Sales! Complete p 
i@f magazine .. . with 


t 


Design variety! Celotex artists 
and designers, guided by con- 
sumer preference research, 
keep pace with the Celotex 
technological breakthrough. 


RESULT: Smart, fashion-leader 
ceiling treatments ... keyed to 
today’s decorating trends... 
designs your customers will pre- 
fer (and buy!). 


Ip you increase profitable Home Im- 
gram includes new Home Improvement 
wr name printed, ready for mailing to 
Celotex salesman or write—now! 


BUILDING PRODUCTS 


120 SOUTH LA SALLE ST + CHICAGO 3, ILLINOIS 


THE CELOTEX CORPORATION 
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-_All-Steel Utility Case 
to help you sell 


SKIL DRILLS | 


...and you can get up to a 90% 


Now, a great new merchandising idea that'll help you 
ring up more drill sales than ever . . . a deluxe, all-steel utility 
case that you can offer free to your customers with each Skil 
4" or %" drill you sell. 





Both drills carry Skil's regular retail price... and you 
get your full regular discount! 
What's more, 5 will get you 50! Order in quantities of 5 for 


either drill and you get a whopping big 50% mark-up! Full, 
regular mark-up on quantities less than 5 for either drill. 


DELUXE, ALL-STEEL CASE has rugged 
chrome handle and latch. Has a dozen and 
one uses around the home! 


+ 
. 
. 
. 
° 
. 
. 
co 
. 
. 
. 
. 
. 
+ 
. 
. 
. 
. 
. 
7 
. 
. 
. 
7 











¥%" Drill with 
FREE UTILITY CASE 


32" 


retail price of i CeXe E111] Qu adelelel-lemcm-Tanle) 
drill only motor. Removable side 

ar-Valelicmielm@=>ace-Movelihege) pam MatT:) 

double reduction gears. 






Model 503K. Powerful, 2.5 
Tan) om aare) col ams BJ all Morey ahi-1 0 «98 Ce) 
power unit for 6 Snap/Lock Y%" Drill with 

i Kote) oem C1-y-1a-1e Moll Tol @ FREE UTILITY CASE 


$18* 


retail price of 
drill only 
















mark-up on this special offer! 


Special self-display carton comes with each drill, along with 
colorful display card in case lid to make it a self-selling unit. 
Don’t miss out on this one! It’s a limited time offer, so 
better get your order in right away. Call your wholesaler imme- 
diately, or write: Skil Corporation, Dept. 501G, 5033 Elston 
Avenue, Chicago 30, Illinois, for details. 


SETTING TRENDS TODAY 
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FHA Launches Study of Shell Housing 


Economic consultant to National Assn. of Home Builders tells shell 
home conference that minimum of 150,000 semi-finished and shell 


homes will be built this year. 


Commissioner Neal J. Hardy said: ‘‘We can work out some ar- 
rangement to be helpful in the market served by shell builders." 
FHA may adapt 203i property standards to the finish-it-yourself 


type of buyer, he indicated. 


But shell builders at the conference said that the market has been 
created and is best served by use of consumer-type financing. 
Costs of selling and servicing rural area buyers would prohibit 
lending under FHA or VA interest limitations, the shell builders 


declare. 


One builder said that 20°%, of all homes built this year will be on 
scattered lots. ‘We have been forcing people to live in sub- 
divisions of our choice. Now we must build on lots of our custom- 


ers’ choice,"’ he said. 


WASHINGTON, D. C. 
ORE THAN 100 HOME 
BUILDERS, mortgage finance 
men, building materials manufactur- 
ers and Government housing officials 
were told by a panel of builders here 
that sale of semi-finished homes on 
buyers’ scattered lots is a permanent 
trend and that everybody in the hous- 
ing industry had better pay attention 
to it. 

Most of the panelists in the con- 
ference, held at the National Housing 
Center on July 14th, agreed with 
Perry Willits, who called shell hous- 
ing “a new vista” of opportunity. Will- 
its is chairman of the low-cost housing 
task force for the National Assn. of 
Home Builders. 

Neal J. Hardy, FHA commission- 
er, offered to assign technicians to 
work on a series of projects involving 
finish-it-yourself homes around the 
country to see how FHA mortgage in- 
surance could be adapted to this type 
of home. 

Hardy said that studies were al- 
ready underway to see how 203i FHA 
housing standards could be altered to 
include shell-type dwellings. 

“We must evaluate a house in 
terms of the completed dwelling, but 
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I suggest that title could be trans- 
ferred as work is completed by the 
owner-builder; there could be a hold- 
back to be dispersed after FHA field 
inspections.” 

HHFA administrator Robert Weav- 
er declared that “we in Govern- 
ment have the shell-type of housing 
on our conscience—and it will not go 
away.” 

Why FHA? Shell builders on the 
panel and in the audience insisted, 
however, that FHA “help” was not 
needed. 

George Champion of United States 
Shell Homes, Jacksonville, Fila., 
pointed out that finance charges have 
been declining for shell homes as 
they become more acceptable and 
ope compete to enter the mar- 

et. 

“The shell home industry has be- 
come more and more closely related 
to the consumer financing industry,” 
he said. 

U. S. Shell Homes, Champion re- 
ported, now has 1,473 accounts on 
the books of its finance division and is 
adding new accounts at the rate of 
200 per month. 

Shell builder Roger Kavanagh of 
Wise Homes, Greensboro, N. C., 


agreed that long-term mortgages are 
not necessary and that conventional 
interest rates would probably not 
cover the high costs of servicing 
homes outside of permit areas. Wise 
Homes is building at the rate of 400 
units a month. All building materials 
are purchased from local lumber 
dealers. 

Spokesmen for the American Bank- 
ers Assn., the Federal Savings & Loan 
League and the National Assn. of 
Mutual Savings Banks explained that 
there were many restrictions and 
problems to be solved if conventional 
financing institutions were to provide 
loans for shell homes. 

Builders at the meeting, however, 
said that many individual banks and 
savings and loan associations were 
lending to this market on a local basis. 

An NAHB study disclosed that in 
addition to Shell Home Finance Corp., 
Universal C.I.T. Corp., and Allied 
Building Credits, the following banks 
are active in shell home financing: 

Chase ‘Manhattan, First National 
City Bank, Chemical Bank, New York 
Trust, all of New York; Continental 
Illinois and First National in Chicago; 
Cleveland (Ohio) Trust; and the De- 
troit National Bank. 

Most of the above banks provide 
funds for specific shell builders and 
will not necessarily purchase shell 
home mortgages on a general basis. 
The three specialized firms (SHFA, 
ABC and C.I.T.) do purchase shell 
mortgages from dealers and whole- 
salers. (See BMM, Feb. 13th, 1961 
and July 17th, 1961 issues.) 

Here to stay. Although the Wash- 
ington meeting sparked heated discus- 
sion on financing and FHA partici- 
pation, everyone agreed that low-cost 
housing built on owners’ lots with 
some type of sweat equity is a perma- 
nent trend. 

Robinson Newcomb, NAHB eco- 
nomic consultant, said that more than 
half of all housing sold outside of 
permit areas involve some “sweat 
equity.” In addition, about 5% of 
housing in permit areas (recorded in 
Government statistics) are sold as 
shells. 

About 11% of all current housing 
could be called shell or finish-it-your- 
self, Newcomb said. This would be 
about 150,000 units this year, based 
on a projected 1961 figure of 1.4 mil- 
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FHA Shell Housing Study 


(Continued) 





lion dwellings, which would include 
non-permit area building. 

The 11% figure is probably an un- 
derstatement, economist Newcomb 
added. 

He stated that the Census Bureau is 
just now realizing the amount of build- 
ing in non-permit areas and will re- 
vise the figures upward as a result of 
field studies. 

Shell housing is primarily sold to 
families with incomes from $3,000 to 
$6,000. There are some eight million 
families in this bracket. Panelists at 
the NAHB conference said that exper- 
ience proves that the low-income fam- 
ilies are good financial risks when 
they put some sweat into their homes 
as equity. 

In the future, shell homes could ap- 
peal to more middle-income families. 
An NAHB statement pointed out that 
sales of shell homes may increase 
during the latter years of this decade, 
“when the large number of families 
currently being formed will want 
bigger quarters and, at the same time, 
find themselves with a short work day, 
long weekends and good vacations as 
a result of a continuation of present 
trends.” 

Builder study. The NAHB = an- 
nounced at its shell house meeting 
that a technical man and a photogra- 
pher are visiting in 31 states to docu- 
ment low-cost homes being sold by 
conventional merchant builders. 

Through this study the NAHB 
hopes to influence changes in code 
and zoning so that more builders can 
provide low-cost, finish-it-yourself 
homes. 

Mgjor shift. M. O. Gustafson, pres- 
ident of Imperial Home Sales Corp., 
Fort Payne, Ala., home manufacturer, 
stated that the big reason for shell 
success is lot location. 

“As ehousing entered a more and 
more competitive market, the shell 
operators were the first to discover 
there is a large segment of home buy- 
ers who want to live in an area of 
their own choice—not the builder’s 
choice,” he said. 

After extensive 


market _ studies, 


Gustafson concluded that on-your-lot 
building represents a “major shift” in 
housing. 

“If we builders and home manu- 
facturers ignore this demand, we will 
be missing a bet—a big bet,” he said. 

Gustafson declared that if FHA 
wants to serve the finish-it-yourself 
market, present standards for accept- 
able lots must be sharply revised. 

“Very few of the so-called coun- 
try lots needed for low-income family 
homes are five acres in size, which is 
the FHA requirement,” he said. “On 
the other hand, we find that FHA, 
according to current appraisal and 
evaluation standards, has difficulty 
in permitting a semi-finished house to 
go into an established subdivision.” 

W. Hamilton Crawford, president, 
Crawford Corp., Baton Rouge, La., 
announced that his company has 
launched a new line of prefabs— 
Shellcraft Homes. 

“We have already signed up 20 
builders. We expect to have 50 dis- 
play locations in five states for Shell- 
craft,” Crawford said. 

Panelized walls and roof trusses are 
used to get the shells and semi-fin- 
ished homes under roof fast, he ex- 
plained. Crawford’s program will em- 
phasize shells built to the livable stage 
rather than basic shells. 

Quincy Lee, a tract builder from San 
Antonio, said that his newly launched 
semi-finish home program should re- 
sult in a 15% dollar volume increase 
for his firm this year, compared to 
1960. 

“Our finish-it-yourself homes fea- 
ture quality products and so we are 
not competitive on basic shells. But 
we are competitive on homes which 
are between basic shells and com- 
pleted houses,” Lee said. Financing 
is provided by a San Antonio savings 
and loan association. 

Other speakers at the conference 
included builder Richard G. Hughes 
of Pampa, Tex. and Malcolm Meyer 
of the Institute for Essential Housing. 

Thomas Sneddon represented the 
National Retail Lumber Dealers Assn. 
at the meeting. As reported in this 
magazine’s July 17th issue, building 
materials retailers and wholesalers are 
very active in shell housing, both as 
suppliers and builders. 





Masonite Developing 
Plastic-Coated Siding 


CuicaGo—An_ exterior residential 
siding of plastic-coated hardboard is 
being developed by Masonite Corp. 
John M. Coates, president, said the 
new material looks like wood but 
eliminates the need for periodic paint- 
ing. It will be ready “within two 
years.” 

Expected to be priced competi- 
tively with aluminum siding, the ma- 
terial is being tested on a number of 
Michigan, Minnesota, Arizona and 
Washington homes. The siding is sim- 


ilar to the plastic-coated interior pan- 
eling made by Masonite’s Marsh Wall 
Products subsidiary. 

“Our product should be tougher 
than aluminum and be able to with- 
stand denting,” Coates said. “When 
we get the bugs worked out, we feel 
confident it will have a good market 
and that it will add substantially to 
sales.” 

No decision has been made on 
whether Masonite will manufacture 
the product itself or license an outside 
firm to produce it, as is done with 
some other Masonite products, Coates 
added. 
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Lumber Dealer Elected 
President of Jaycees 
Bob Conger, 
33, a lumber deal- 
er from Jackson, 
Tenn., is the new 
president of the 
United States Jun- 
ior Chamber of 
Commerce. 
A partner in 
Conger-Parker 
a. Lumber and Sup- 

Bob Conger ply in Jackson, he 
also owns residential and commercial 
rent property and is a director of the 
Kelley Food Co., a meat-canning firm 
in Jackson. 

During his one year in office as 
Jaycee president, Conger and his fam- 
ily will live in Tulsa, headquarters for 
the organization. They will live in the 
Jaycee “Little White House” which 
was built with donated funds and mate- 
rials. 

It is estimated that Conger will 
travel some 175,000 miles during his 
term as Jaycee president. 


* Donald W. Davis has been named 
general manager of the Stanley Steel 
Strapping Div., New Britain, Conn., 
succeeding Harrison C. Bristoll who 
retired July 1. 


¢ Donald C. Peterson, general man- 
ager of Rio Grande Co., Denver build- 
ing materials firm, has been elected 
president of the Colorado Construction 
League, at the organization’s annual 
meeting June 22. 


* Mace Tobin, Westwood Lumber 
Sales, San Francisco, was elected pres- 
ident of the National-American Whole- 
sale Lumber Assn. at the 69th annual 
meeting of the association held in San 
Francisco June 20-22. Other officers 
elected are: L. J. Fitzpatrick, J. J. Fitz- 
patrick Lumber Co., Madison, Ist vice 
president; Charles E. Clay, Jr., Forest 
Products Sales Co., Inglewood, Calif., 
2nd vice president; William H. Seibert, 
Tionesta Lumber Co., Pittsburgh, 
treasurer; J. J. Mulrooney, New York, 
executive vice president. Donald S. 
Andrews, Portland, Ore., was appoint- 
ed western manager and R. F. Darrah, 
Livingston, Ala. appointed southern 
manager. 


¢ Peter Field, among the best known 
western figures in the lumber industry, 
has been appointed assistant manager 
for Wood Products Development at 
Southwest Forest Industries in Flag- 
staff, Ariz. 


* James E. Nolan has been appointed 
secretary-manager of the National 
Woodwork Manufacturers Assn. ef- 
fective July 1. He replaces O. C. Lance, 
who retired on June 30. 
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NEWS AND IDEAS FROM (Aymstrong FOR 


SELLING 
VINYL 
FLOORS 





Salesmanship pays off again — 


TEXAS DEALER PLAYS CARDS RIGHT, 
DRAWS ‘FULL HOUSE’ WITH TESSERA CORLON 


Lamesa, Texas—aAs part of his local advertising cam- 
paign, W. B. Osborn, manager of Forrest Lumber Com- 
pany, ran a newspaper ad on resilient floors for bathrooms. 

The first customer to inquire about the ad came into 
the store expecting to buy just a bathroom floor. Mr 
Osborn sold her on the unique qualities of Armstrong Tes- 
sera Vinyl Corlon. Then, because she liked the Tessera 
styling so much, he saw an opportunity to sell her more 
than one floor. He showed how the handsome Tessera de- 
sign is ideal for many different types of rooms. 

The final result? She bought Tessera Corlon for every 
room in the house except one—a new resilient floor was 
not installed in the bathroom! 


ss - amen 
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Betty Ann Taylor, office manager and decorator for For- 
rest Lumber Company, discusses an Armstrong sheet floor 
display with W. B. Osborn, manager. 


Floors sell related items 


Mr. Osborn says that floor sales often lead to sales of 
many other materials. He has been particularly successful 
in selling big-ticket kitchen and bathroom remodeling jobs 
to customers who come in for a new kitchen or bathroom 


floor. 
Decorator service sparks package sales 


“We offer our customers a complete package of building 
products for any job,” says Mr. Osborn. “When you do this 
you have to give the customer help in selecting materials, 
so we offer a complete decorating service at no charge.” 

This idea has paid off handsomely for Forrest Lumber. 
The decorator, Betty Ann Taylor, who is also the office 
manager, helps customers with all types of jobs from minor 
remodeling projects to complete home decorating plans. 





Ties in with Armstrong ads 
to capitalize on trend 
to quality floors 


W. B. Osborn, manager of Forrest Lumber Company, 
has found that there are hefty profits to be made in selling 
the new sheet vinyl floors. Because of the growing trend 
for high-quality flooring materials, Mr. Osborn relates his 
newspaper and radio advertising to Armstrong’s national 
ads. 

“We tie in regularly with Armstrong advertising cam- 
paigns,” says Mr. Osborn. “We expect to do our biggest 
volume in top-end goods because of the attention focused 
on Palatial and Tessera Vinyl Corlon and other nationally 


(Armstrong 


CIRCLE 
THEATRE 


Mr. Osborn ties in his advertising with Armstrong TV 
commercials and magazine ads like these, showing the 
latest designs and decorating trends in floors. 


advertised products. Without Armstrong’s new-style prod- 
ucts and advertising, consumer demand for floors would 
not have reached its current peak.” 

Mr. Osborn has been successful in his efforts to sell 
floors both as a separate item and as part of larger package 
sales of building materials. “Having the Armstrong line and 
mechanics available for our package sales enables us to in- 
crease our share of mainte. oe and reflooring jobs. The 
Armstrong line of floors is more profitable than any of the 
other major building supply lines we carry.” 
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Advertisement 


Flooring most profitable line 
for quality-conscious Olmos Lumber Co. 


Streamlines selling by 
offering only Armstrong 


San Antonio—One of the most 
successful lumber dealers in the South- 
west, Olmos Lumber Company, finds 
that resilient floors are its most profit- 
able line. 

Five years ago the firm was not in 
the flooring business at all. At that 
time it began stocking a few low- 
priced Armstrong floors, “to fill out the 
building products line.” Today, with 
the sales curve still going up, Olmos 
employs 10 full-time flooring mechan- 
ics and 10 apprentices to Sunil its 
installed flooring business. 


Olmos Lumber Company has built 
a highly successful flooring busi- 
ness in just a few years by using 
effective display and selling tech- 
niques. 


Separate department 


Much of the credit for the rapid 
growth of Olmos Lumber Company’s 
flooring business goes to William 
Whiting, manager of the flooring de- 
partment. When Henry Scholl, owner 
and president of the firm, decided to 
zo into the flooring business, he cre- 
ated a separate department and hired 
Mr. Whiting to run it. The firm first 
specialized on builder business but 
then branched out into consumer jobs 
when Mr. Whiting realized the great 
potential for high profit sales. 

By selling Armstrong exclusively, 
Olmos can operate a streamlined de- 
partment and still offer every type of 
resilient floor. “Concentration on one 
line means conservation of time. It 
also eliminates duplication of pattern 
colors,” Mr. Whiting says. “Featuring 
the Armstrong line saves us time in 
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Two customers look on while floor- 
ing department manager William 
Whiting sells Armstrong Excelon 
Tile to a hard-to-please future 
homemaker. 
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buying and selling, reduces our book- 
keeping, and gives us the advantage of 
volume discounts.” 


Stresses quality—not price 


Henry Scholl explains how his com- 
pany has taken advantage of the trend 
to quality floors. “We have been able 
to eliminate competition by selling 
workmanship and quality rather than 
price. People soon forget what some- 
thing costs, but they never forget 
where they bought it.” 


Displays and advertising 


The Armstrong brand name is fea- 
tured in Olmos ads and displays. 
Surveys have shown that seven out of 
ten consumers think first of Armstrong 
when they think of floors, and Mr. 
Whiting uses the name to get extra 
mileage out of his advertising dollars. 


Henry A. Scholl (right), president 
of Olmos Lumber Company, checks 
a new display idea with Harold 
Dullnig, construction sales man- 
ager; Mrs. Amalda Nevitt, dec- 
orator; and W. Whiting, general 
manager. 








Tips on how to get started 
selling resilient floors 


I. See your Armstrong flooring 
wholesaler. He can help you pick 
a starting inventory based on his 
knowledge of local buying habits. 
2. Create a separate flooring de- 
partment and keep separate de- 
partment records. 

3B. Advertise the opening of your 
flooring department so all your 
prospective customers will know 
you carry Armstrong floors. 

f. Make use of the display and 
merchandising materials available 
from Armstrong. 

%- Use the free sales training films 
available from Armstrong to 
sharpen your selling techniques 
and train your salesmen. 

G. Plan a continuing advertising 
campaign that ties in with Arm- 
strong national ads. 

7. Send a man to the Armstrong 
Traveling Installation School to 
learn the fundamentals of floor 
installation. 
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NEW PRODUCT NEWS 


New Corkstyle, Woodtone patterns 
in Excelon Tile 


The latest developments in Excelon 
(vinyl-asbestos) Tile, the do-it-your- 
selfers’ favorite, are the new Cork- 
style and Woodtone patterns. These 
tiles capture a subtle warmth of tex- 
ture that previously could be obtained 
only in natural materials. Truly high- 
style designs at budget price, these 


new patterns appeal particularly to 


The new Corkstyle Excelon Tile, 
available in three shadings, forms a 
natural, textured background so 
popular in modern decorating. 


customers who want a natural look at 
low cost. Your customers see these 
new Excelon patterns advertised on 
“Armstrong Circle Theatre” (CBS 
TV). Make sure you stock them. 


Free decorator service 
for your customers 


Here’s an excellent way to boost 
your sales of floors and remodeling 
package jobs. The Armstrong Bureau 
of Interior Design will provide your 
customers with complete color 
schemes for a room or an entire house. 
It’s a valuable service that costs you 
nothing—helps make your selling job 
easier. 

And if you want suggestions for re- 
designing your flooring display area, 
the Armstrong Bureau of Merchandis- 
ing will be glad to help you 





Here’s a typical color scheme pre- 
pared free of charge by Armstrong 
Bureau of Interior Design. 


For either of these free services, 
contact your Armstrong salesman or 
write direct to Armstrong, 1507 Rieker 
Avenue, Lancaster, Pennsylvania. 





CORLON, TESSERA, PALATIAL, EXCELON, AND CORK 
STYLE ARE TRADE-MARKS OF ARMSTRONG CORK 
COMPANY, LANCASTER, PENNSYLVANIA 
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What's the mae 


Price? MERCHANDISER 


According to the Lumber Survey Committee, national lumber 
production totaled 7.3 billion bd.ft. in the first quarter, a de- 
crease of 17% from the same 1960 period. 

Average lumber prices continued in January and February the 
decline of nearly two year’s duration, then rallied in March 
and April. 

Orders for the week ending June 10 for 101 mills reporting to 
the Western Pine Assn. totaled 72 million bd.ft., compared 
with 68 million the previous week and 81 million the same 
week last year. 

In the week ending June 17, 86 mills reporting to the Southern 
Pine Assn. had total stocks on hand of 47 million bd.ft. after 
shipping 24 million bd.ft. 

July vacation shutdowns curtailed production of western and 
plywood. Pine boards were weak, but kiln-dried hemlock and 
white fir were active and prices stabilized. 

Trading was slow, but sanded 1%” fir plywood remained at 
$68 a thousand sq.ft. and 5#” sheathing held at $98. 








Current Retail Price Range 


Retell prices to typical ene-boese cen- Zone | Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
troctors, based on reports from leading North Middle South East North | East South | West North | West South 3 Pacific 
dealers received every two weeks by Atlantic Atlantic Atlantic Central Central Central Central mene Coast 
Building Materials Merchandiser 


Low High Low i Low High Low High Low High Low High Low High Low High Low High 


LUMBER 
Douglas fir: 
Dimension 
Std. & Btr. R/L 2x4 green 
Std. & Btr. R/L 2x4 dry 
Std. & Btr. R/L 2x10 green 
Std. & Btr. R/L 2x10 dry 
W. Coast Hemlock, White Fir 
Dimension 
Std. & Bor, R/L 2x4 dry 
Std. & Btr. R/L 2x10 dry 
Western Pine 
Boards: 
No. 2 & Btr. R/L 1x8 dry S45, shiplop 
No. 3 & Btr. R/L 1x8 dry S45, shiplap 
Southern Pine 
Dimension: 
Mo. 2 & Btr. R/L 2x4 dry 
No. 2 & Btr. R/L 2x10 dry 
Boards: 
No. 2 & Btr. R/L 1x8 dry S45 or 
D&M or shiplap, dry 
Hordwood Flooring 
Select ook 25/32" x 2'4" plain sowed 
No. | Com. ook 25/32" x 2'."" pl. sow. 
Interior Softwood Paneling 
No. 2 ponderosa pine R/W 
Wood Siding 
Redwood clear oll heart bevel siding 
3/4” 10" 
“A” cedar bevel siding 3/4"' x 10” 
Wood Shingles 
Cedar shingles 5/2 No. 1 16" - 5X 





PLYWOOD 


Fir, 1/4" DFPA-AD interior glue + 
Fir, 1/4" DFPA-AC exterior glue .+ 190. 
Fir, 3/8" DFPA-CD sheathing int. gi ‘ ‘ 160 
Fir, 1/2" DEPA-CD sheathing int. glue . 180. 
Fir, 5/8" DFPA-CD sheathing iat. glve ‘ . 233." 





MILLWORK 

Phil. mahogeny (Loven) flesh door 
1-3/8" 246-8 6.85 5.50 18.77 

Birch flush door 1-3/8" 24x6-8 4 8 9+ 19.43 

Dowble-hung window 2-4x4-4, setup, 
glozed, weatherstripped, bolanced 16.98 30 





BUILDING MATERIALS 
Outside white point, first grade 

8d common stee/l noils, U.S. mode 
Min. wool iaseletion, full-thick bett 
Ceiling Tile 12” x 12” 

1/2" Inseleting building board 
25/32" insulating sheathing 

3/8” gypsem wallboard 

1/8" tempered hardboard 

215% thick butt asphalt shingles 6.95 8.85 





























*Price rise +Price decline 
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BIN-PAK 
wiWVES 


propucts ADDED! 




















EACH ITEM 
PRATT Y 117) 





EVERYONE LIKES IT! 


SELF-STORING 
SELF-SERVICE 
MERCHANDISERS... 


and it’s the economical 
way to buy! 

No. 4 lves Cam-Tite Sash Lock 
and No. 29 matching Sash 
Lift are now added to the 
Bin-Pak line . . . See Ives 
catalog pages A2, 66 and 67 


BUY BIN-PAK from your 
IVES WHOLESALER 


THE H. B. IVES COMPANY 


NEW HAVEN, CONNECTICUT, U. S. A. 


BUY 
BIN-PAK ___ 


Only 12” x 6” space 
needed! Stack one 
on another—you 
have a sure-fire traf- 
fic stopper! 


NOTE: Do you stock 
fves Chain Door 
Guards and Window 
Vent Locks? Good 
sellers! 


Circle No. 18 on Handy Cover Card 








HY” NOVAFOLD 


solid core plastic doors 


with advanced mechanical features 
in the low-medium price field 


You can pay 30% to 100% more—without getting any finer 
folding doors. Here is a combination of strength, mechan- 
ical excellence and fine appearance that is hard to beat 
at any price. 

The leaves are 4” wide—each having a solid core run- 
ning the full height of the door. This means rigidity, even 
on wide spans, with good insulation and sound-deadening 
values. 

The 12-gauge vinyl plastic covering has a luxurious 
leather texture. It is mildewproof, rotproof, washable and 
replaceable. Color-matched valances with the same solid 
core and vinyl plastic covering are available. Novafold 
Doors are made in 21 stock sizes and in six attractive 
colors: Off-White, Chartreuse, Dark Green, Beige, Gray 
and Red. 

Self-lubricating nylon slides run silently on a steel 
overhead track. Each door folds into a 4%” stack. Only 
a screwdriver is needed for installation; no furring, trim 
or roughing. 

Also available... NOVAFOLD CUSTOM DOORS— 
with pantographic mechanism—for folding doors, flexible 
walls and room dividers...in sizes up to 16’ high by 
25’ wide. 

Mail the coupon today for full information on this 
and other fine quality Nova Products. 


A whelly owned 
subsidiary of 
Homasote Company 


Nova SALES 


JOY TRENTON 3, N. J 
In Canada: Homasote of Canada, Ltd., 224 Merton St., Toronto 7, Ont. 
Send the literature and/or specification data checked: 
] Novafold Doors © Nova Shakes and Shake-Panels 


O Nova Vista-Lux (Fiberglas ® -Reinforced) Panels 
] Novaproofing (for waterproofing concrete and masonry) 


NAME 


.. STATE 
Circle No. 23 on Handy Cover Card 
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Building 
Materials 


MERCHANDISER 


New Product Parade 


All-Redwood, Resawn Plywood 

A new all-redwood plywood with a 
distinctive, rough-textured, resawn_ sur- 
face is called Ruf-sawn. It combines the 
beauty of California redwood with the 
strength of plywood. 

Ruf-sawn is offered in widths of 16”, 
32” and 48” and lengths of 8’, 9’ and 
10’. Thicknesses are a full 3%”, %2” and 
5a”. Matching rough sawn 1” x 3” red- 
wood battens also are available. Ruf-sawn 
is designed for interior or exterior use. 
Approximate retail price: 23¢ a square 
foot. Simpson Timber Co. 

Circle No. 201 on Handy Cover Card 


Bath Vanity 
A new, economy-priced 
bath vanity in solid red 


widths ranging from 30” to 
60”. Facings, drawer fronts 
and legs are all solid alder. 
Unit is completely assem- 
bled, ready to finish, with 
either stain or paint to match 
bath decor. Sliding, double- 


wood 


perforated hardboard doors and is 


are featured on every mod- quick 
el. Major Line Products. 


Circle No. 204 on Handy Cover Card 
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Parquet Flooring 

New Mosiac Parquet is a 
companion flooring to mak- 
alder is available in six er’s Laminated Block. It’s 
composed of small hard- 
slats assembled into 
18” square units. Produced 
in Carolina upland oak, it 
soon will 
black walnut, 
hard maple. It is 5/16” thick 
paper-surfaced for 
laying 
Modernwood Co. 
Circle No. 205 on Handy Cover Card 











Introduces Shastawood Panel 


Shastawood, a new prefinished wall 
paneling, is available in 14 different 
combinations of wood varieties, colors 
and styles. The new panel, produced by 
Scott Lumber Co., gets close inspection 
above by vice president Raymond H. 
Berry (right) and special products di- 
rector J. J. Allegretti. 

Shastawood is packed in cartons de- 
signed for showroom display. Each car- 
ton contains enough paneling to cover a 
wall area about 4’ wide x 7’, 
long. Scott Lumber Co. 

Circle No. 202 on Handy Cover Card 


Louver Door 


Custom-made 
white pine, 


} . wood panel; 
be available in 
cherry and 


S t door in modern, 
in adhesive. 


F. Tyler Co. 


8’ or 10’ 


a new 
louvered door has curved 
rails and can be stained or 
painted. The lower part of 
the door is a solid raised 
upper section 
features stationary louvers. 
Customer’s choice of hard- 
ware permits use of the new 
traditional 
or colonial decors. 


Circle No. 206 on Handy Cover Card 


White-Primed EverSide Siding 


Washington Plywood Co. announces 
its Walton EverSide siding now is avail- 
able white-primed face and back. Walton 
EverSide is real wood with a _ super 
paintable Crezon overlay protected by 
slip sheets between each primed face. 
The 100% all-plywood exterior beveled 
siding is manufactured to rigid DFPA 
standards and is packed in cartons for 
protection, easy handling. 

Available in 8’, 9’ and 10’ lengths; 
and in 12” and 16” widths. Literature is 
available. Walton Plywood Co. 

Circle No. 203 on Handy Cover card 


For more facts, use 
handy back cover 
coupon. 


Sixteen Doors 


clear New Qualitybilt Dutch 
semi- Door line offers 16 differ- 
ent doors using a choice of 
4 interchangeable tops and 
4 interchangeable bottoms. 
Prime virgin vinyl weather 
seal attached to bottom rail 
of top section at factory. 
All wood parts are treated. 
Doors are guaranteed in ac- 
cordance with the require- 
ments of NMA _ warranty. 
Farley & Loetscher. 
Circie No. 207 on Handy Cover Card 
(continued on page 26) 


Arthur 


July 31, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





“LAST YEA 
WE BUILT 
40 THOUSAND 
TRUSSES 


EXCLUSIVE 

\ WITH QUALITY 

SOUTHERN 
PINE” 


A. ROBERT SOEHNER, 
President & General Manager 
Truss Manufacturing Company, Inc. 
Indianapolis, Indiana 











“Here's why: 


% Southern Pine needs no special grading; the No. 2 
grade meets all of the FHA stress requirements for trusses. 


ae le oh ge . % Southern Pine tops all other species in bending, 
Southern Pine is truly an all-purpose building material. tension and other strength properties, and has superior 


Whether for conventional framing or for components, nail-holding power. 
the same high quality and performance are yours % Grade-Marked Southern Pine, from the mills of the 


when you specify Quality Southern Pine produced SPA, provides the quality | need, and is quickly obtainable 
by SPA mills. in carload or truckload lots. 





SOUTHERN PINE ASSOCIATION 


T P. O. BOX 1170, NEW ORLEANS 4, LA. 
SOU “ERN PINE = Please send the following technical bulletins: 
: 5 O Stress Grade Guide O SPA Buyers Guide 
It’s dry... pre-shrunk... from the mills O How to Specify Quality Southern Pine 
—- nt ais 0 Trussed Rafter Data 
of Southern Pine Association. 





NAME 





FIRM NAME 





ciTy ZONE STATE 
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New 61%'' Power Saw... 


Heavy duty model for ease of use and 
maximum safety. Tamperproof safety 
clutch, torque resistance preset at fac- 
tory; 100% ball and needle bearings. 
Die-cast aluminum housings, oversize 
steel base plates and ripping guides. 
Cuts 2-1/16” to 1/16” at 90°. Cutting 
line always visible. Hand controls 
grouped for convenience. Measures 
11%" long x 9-1/16’’ wide x 7%” 
high. Weighs 12 pounds. Powered by 
115V AC-DC “American Process” 
motor. In writing, mention Model 6-00 
6%" APT power saw. 

AMERICAN POWER TOOL CO. 


DIVISION OF AMERICAN-LINCOLN CORPORATION 


ESTABLISHED '8o3 


TOLEDO 3, OHIO 


POWERFUL NEW 4” BELT SANDER 


Sands 
over 24 sq. in. per pass. High impact 
shockproof handle with comfortable 


Fast, accurate, dependable. 


built-in grip. Exceptional handling 
ease in any position. Noiseless timing 
belt drive. Patented 1-2-3 belt release 
mechanism. Exclusive travel lock auto- 
matically positions belt—prevents cut- 
ting damage to machine frame. Uni- 
versal 115V AC-DC motor. Weighs 
13% pounds. Measures 6%" x 13% "’ 
x 7’. For rough or finish sanding by 
professional or do-it-yourselfer. Comes 
in. self-merchandising display. New 
dustless sanding attachment also avail- 
able. Ask for information on Model 
11-25 APT belt sander. 

AMERICAN POWER TOOL Co. 


DIVISION OF AMERICAN-LINCOLN CORPORATION 


esTABtiswneo ‘eos 


TOLEDO 3, CHICO 


Circle No. 12 on Handy Cover Card 





NEW PRODUCT PARADE 


(begins on page 24) 





New Type of Red Cedar Shingle 

Triple-R presents a brand-new cedar 
sidewall face. Triple-R sidewalls are re- 
versible, with a lightly rippled surface on 
one side and the opposite face available 
in a choice of machine-grooved or sawn 
shingle surface. They're also available 
factory-primed with a new _ white-grey 
prime. 

Triple-R sidewalls are recut, rebutted 
and rejointed in conformance with Red 
Cedar Shingle Bureau grading rules to 
assure fast application, snug fit. Sample 
is available. North Shore Shingle Co. 

Circle No. 208 on Handy Cover Card 


NOW / 


FOUR FEET WIDE 


Four-Foot-Wide Panel 
Cherry Woodgrain finish 
hardboard now is available 
in new 4’ x 7’ and 8’ panels. 
Ideal for use in living rooms, 
dens, studies and family 
rooms, the big '4’’-thick 
panels retail around 23¢ per 
square foot. One long edge 
of panel is grooved. Availa- 
ble in bleached and blond 
color tones. Samples and lit- 
erature are available. Celo- 
tex Corp. 
Circle No. 210 on Handy Cover Card 


For more facts, 
use handy back 
cover coupon. 


Offers New Thermo-Wall Panel 


New Olympic Thermo-Wall Panel now 
is available for easy one-man. installa- 
tion. The panels are 18” x 4634”. 

The new Olympic Thermo-Wall Panel 
is made of No. 1 machine-grooved west- 
ern red cedar Perfect-Fit shakes bonded 
to Thermo-Wall insulation board. The 
panel is prestained with two coats of 
guaranteed Olympic stain. Available in a 
wide selection of colors ranging through 
pastel to deep charcoal. Further details 
are available. Olympic Stained Products 
Co. 

Circle No. 209 on Handy Cover Card 





Door Frame of Steel 


New series 610 steel door 
frame can be installed after 
drywall has been put in 
place. Called the Tartan, it’s 
designed for use with 1%” 
wood or steel doors and can 
be used with plaster or dry- 
wall construction. Frames 
are 514” deep, range in 
widths from 16%” to 3’- 
0%” and heights from 6’- 
8%” to 80%”. Truscon 
Div., Republic Steel Corp. 
Circle No. 211 on Handy Cover Card 
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G-P factory-sealed 





seinen too Pt te 


redwood bevel siding 
offers big advantages 
to builder, dealer 





i 


| 
jh : 
1 ae 


1. BIG BONUS FOR BUILDERS: better, faster finished job. 
G-P’s exclusive resin-base sealer can be painted or stained im- 
mediately (oil-base sealers require a “curing” period). Needs no 
priming on the job; takes finish smoothly, evenly. Holds finish 
better because sealer allows internal moisture to escape, 
doesn’t accumulate beneath paint to cause blisters or cracks. 


\ 


2. BIG BONUS FOR DEALERS: comes pre-packaged in plastic- 
coated, heat-sealed paper. No pick-over; no inventory loss due 
to scarring, footprints, soil. Easy to 
handle, easy to inventory, easy to sell. 





Circle No. 13 on andy Cover Cord 





GEORGIA. PACIFIC 


ie © plywood * lumber * redwood « hardboard + pulp * paper « cemees 5 
Dept. BMM761-R, Equitable Bidg., Portland 4, Ore. 
Please send complete information on G-P factory- 
sealed redwood bevel siding 


ot 
ee 





ADDRESS 


city 





SPECIAL REPORT 


PART I—DISTRIBUTION 
& MARKETING 





| 
| 
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Can The Tree 


Produce What The 
Market Wants? 


A growing number of lumber manufacturers say that it is up to the pro- 
ducer to find a way to take what is in the tree and manufacture what 
the market needs, meaning more laminated and glued and specialty 
products, rather than raw timber shipped to dealers. As this happens, 
there are bound to be some changes in distribution. For retailers, it could 
mean more attention to selling and less attention to making profits on 
purchasing. 
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RICE-CUTTING, over-production and loss of sales to 

substitute materials have plagued lumber producers 
and wholesalers in recent years. 
_ Retailers may seem to benefit from these problems of 
the manufacturers. But actually the retailer loses from the 
resulting price fluctuations and the excessive management 
time which must be spent in purchasing lumber, when the 
time could better be used for retail merchandising and 
selling. 

Whether lumber producers can alter time-honored 
methods of doing business to alleviate profit and sales de- 
clines is by no means assured. But progressive producers 
and wholesalers are making determined efforts to find 
ways to compete with other building materials and to end 
the over-production problem. 

In at least some instances, progress is being made. The 
very complexity of the lumber distribution system—a 
Pandora’s box of various types of wholesalers, brokers, 
mill salesmen and commission men—hinders solution to 
the problem. 

Sidney Edlund, of Sidney Edlund Associates, New York 
management consultants, has studied and served compa- 
nies and associations in more than 50 industries. Two 
years ago he was chosen to administer the first sales train- 
ing program for the National-American Wholesale Lumber 
Assn., which has since proved to be a remarkably suc- 
cessful venture. 

Edlund told BMM: “I’ve never seen any industry as 
complicated as lumber.” 

Edlund said: “The products are never the same. Many 
species and no two trees are alike. The representatives of 
wholesalers and mills need a vast amount of knowledge. 

“They need to know a huge variety of products and an 
unlimited number of uses. They need to know about the 
manufacturers’ equipment and production schedules. Then 
they have to keep abreast of a rapidly fluctuating market 
and be able to advise constructively about futures. They 
have to be smart traders. And frequently they are their 
own traffic managers, credit and collection men and even 
financial and marketing advisors to some of their dealers.” 

Edlund’s conclusion about the complexity of lumber 
producing and distribution is echoed by every other ob- 
server who has first-hand knowledge of other industries. 

Of course, an individual sawmill executive or whole- 
saler or commission man may wonder what is so complex. 
His own role at times may be frustrating, but well under- 
stood. But viewed as an industry, lumber is complex; 
sometimes chaotic, from a scientific marketing viewpoint. 

There are 50,000 lumber sawmills, but only 1,350 basic 
producers make 50% of the output. The woods are full of 
small independent mills, all too eager to upset prices if 
need be and generally fearful of any changes which might 
increase marketing efficiency. 

Such commonplace practices as constant price changes, 
transit cars, the 5-5-3 plywood discount system and the 
shipping of mixed grades in a car all have sound reasons 
for existence, or else they wouldn’t survive. But these 
and other methods of lumber marketing also contain some 
real dangers. 

First, a distribution system which consists of so many 
different types of middlemen tends to perpetuate price in- 


stability. And so many different types of sawmills, whole- 
salers and retailers, all operating in varying ways, add 
dollars to marketing costs, compared to a more simplified 
distributing system. 

Second, the ordering and fulfillment of lumber by many 
independent middlemen (as well as some direct sales 
from mill to user), make it difficult for both producer and 
wholesaler to help the retailer sell his products. The lum- 
ber industry is at a disadvantage in dealer relations be- 
cause competitive materials manufacturers maintain mer- 
chandising and promotion departments and a host of 
trained salesmen who help the retailer effectively merchan- 
dise their products. 

Third, an industry which is built around thousands of 
producers is at a great disadvantage in creative product 
research, which is so vital to retain a position in today’s 
and tomorrow’s markets. 

The above three dangers are now understood by a 
growing number of management men in both western 
and southern lumber producing areas. Steps are being taken 
to streamline marketing producers, help the retailer sell 
and step up product research. 

The larger lumber manufacturers are taking the lead in 
unraveling production and distribution complexities—or at 
least they are making a strong effort. 

When faced with the question of why lumber produc- 
tion and marketing cannot be as efficient as other building 
materials industries, most lumbermen point to the tree 
itself. 

“We strive to get the most out of every log,” is a typical 
comment. “But nature makes every log different. A vet- 
eran sawyer can get the most profitable cut from any one 
log, but he has no control on what’s in the log. You've 
got to take what comes from the log and sell it.” 

Do you? 

The modern mill executive is beginning to ask that 
question. 

For instance, the big Weyerhaeuser Co. is now going 
through an extensive company reorganization, based upon 
the principle that the contents of a log cannot be altered, 
but utilization of a log can conform to what is needed 
in the market place. 

In other words, instead of simply cutting timber and 
shipping it to the trade, more processing and true man- 
ufacturing will take place at the mills. And the lumber 
distributor will become a broad-line forest products dis- 
tributor. 

Weyerhaeuser has consolidated all lumber, plywood, 
door and panel divisions and is transferring sales au- 
thority to local market areas. 

“This is a basic shift from commodity selling of lumber 
to end-use marketing of wood products,” said executive 
vice president George H. Weyerhaeuser. “We're making it 
easier for customers to buy our products and preparing to 
supply the products which best meet market demands. 
Simultaneously, we believe, we strengthen our selling.” 

The company’s sales force has been expanded to about 
350 through recent diversification and is being tailored to 
intensive selling and personal service. 

“Previously, each salesman sold only a few of our prod- 

(continued on page 30) 
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LUMBER PROGRESS—Part 1 


Distribution & Marketing 
(begins on page 28) 





ucts and called on many customers. Now, most of our 
representatives will offer broad lines of products,” Weyer- 
haeuser explained. “And the territory covered by each man 
will be smaller so he can be of greatest assistance to 
buyers.” 

Wood Products Division is the name of the new unit. It 
comprises the former lumber and plywood division with 
production from 14 west coast sawmills and five western 
plywood plants; Silvatek Division with eight western and 
southern plants producing hardboard, particleboard, Ply- 
Veneer and fabricated parts; the Roddis Division with 
eight plants in the east, Canada and Costa Rica producing 
hardwood lumber, veneer, plywood and doors; the indus- 
trial wood parts department and a nationwide system of 
warehouses and distributing yards. 

The Weyerhaeuser name will identify all the wood prod- 
ucts with the exception of Roddis fire doors and standard 
doors. Brand names such as Craftwall prefinished panel- 
ing, Weytex hardboard and 4-Square lumber will be re- 
tained. 

During the past four years, Weyerhaeuser has acquired 
firms doing roughly $200 million annual volume of busi- 
ness, or about 40% of the firm’s total 1960 volume of 
$457 million. Some lumbermen say that this rapid expan- 
sion has made Weyerhaeuser’s reorganization a specialized 
situation and not an indicator for the whole industry. 


But the principle of producing what the market wants 
is also stressed by other leading lumber manufacturers, 
such as Georgia-Pacific, Simpson Timber, Long-Bell, Ed- 
ward Hines, Dierks, Southwest Lumber Industries, Pot- 
latch Forests and others. 

The premise that a lumber manufacturer must diversify 
his lumber sales to include plywood, particleboard or 
other wood lines is being accepted by the above firms and 
many other lumber producers, such as the Pickering Corp. 
of Standard, Calif. and Tarter, Webster & Johnson, Inc. 
of San Francisco. 

In other words, the big will get bigger in lumber manu- 
facturing and the pressures upon the small mill will be in- 
creased. The large manufacturer will have the resources 
to create new specialty wood products; make technical 
advances, such as finger-jointing, edge and end-gluing and 
lamination; insist upon firm pricing; push through simpli- 
fication of grades; do more processing of raw timber at the 
mill and help the retailer train his salesmen. 

The larger companies have already invested millions of 
dollars for automatic production equipment, in both south- 
ern and west coast areas. 

John Pfeiffer, management consultant with McKinsey 
& Co., San Francisco, says that some seven lumber pro- 
ducers now have about 20% of the market. They are 
acquiring timber at what appears to be an ever-increasing 
rate. While small independent mills will be around for a 
long time, they are being squeezed by higher timber 
costs. It seems inevitable that as each year passes, lumber 
manufacturing will fall into the hands of fewer companies 
and that those fewer firms will be managed by men who 
are determined to control production, increase merchan- 
dising and iron out the ups and downs that have been so 


Fast-Growing Wholesaler Group Offers 
Fresh Marketing Pattern for Lumber 


NEW PROPOSAL to funnel costs. 


Lumber Industries executives have 


lumber mill surpluses to lumber 
and building materials dealers in areas 
of current maximum consumer ac- 
ceptance may have powerful impact 
on the forest products industry. 

Fast-growing Lumber _ Industries, 
Inc., one of the nation’s largest lum- 
ber wholesaler combines (see A. L., 
Dec. 19, 1960), hopes to become a 
major stabilizing force between man- 
ufacturer and retailer. In its evolving 
combinations, the year-old organiza- 
tion is considered the biggest custo- 
mer of many mills. 

Lumber Industries has developed 
what it terms new marketing pat- 
terns, “which may affect the form of 
all future lumber retailing.” The or- 
ganization now offers building mate- 
rials merchandisers flexible stocks “in 
quantities they need at the right price, 
place, time and quality.” 

A Lumber Industries executive said 
this will “safeguard the dealer” from 
tying up too much capital in unbal- 
anced inventory and reduce handling 
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By funneling manufacturer lumber 
surpluses to the proper market, Lum- 
ber Industries believes it can avoid 
mill price deterioration and still not 
overload retail lumber merchants with 
stocks they can’t move at any given 
time. This will expand both manu- 
facturer and dealer volume, a spokes- 
man said. 

“Retail dealers are the key to lum- 
ber industry progress,” Julius Stulman, 
president of one of the firms in the 
combine, said. “The forest products 
industry is a whole and no one part 
can succeed if the others fail. To 
fully assist the lumber dealer, whole- 
salers must serve as a creative force 
between mills and retailers.” 

Growth. In one year’s time Lum- 
ber Industries has grown into a na- 
tionwide organization of regional 
wholesalers and affiliated firms. By 
its very size and economic power, 
with many buying outlets, Lumber In- 
dustries believes it can ship lumber 
in proper quantity to stabilize dealer 
markets. 


set up what they term the first man- 
agement service in the lumber indus- 
try. This is calculated to bring about 
economy and efficiency and offer 
greater market opportunities in over- 
all forest product distribution. The 
service analyzes the consumer market 
nationwide. Data is kept current on 
computers. 

Experts determine what lumber 
items will be consumed in what quan- 
tities in each geographic area. Stocks 
are routed from the huge Lumber Ex- 
change Terminal on the east coast 
or regional outlets to the area where 
they are needed most. 

“This appraisal of market poten- 
tials helps stabilize the market, re- 
sults in new product research and 
offers affiliated wholesalers merchan- 
dising approaches to special problems 
that may come up,” commented Ste- 
phen L. Stulman, Lumber Industries 
vice president. 

Members. Several regional whole- 
salers who liked the plan joined the 
two original Lumber Industries mem- 
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damaging to the lumber industry. 

Whether or not they can do it, remains to be seen. 

Wholesalers. As the larger mills grow and diversify and 
change their marketing methods, they will aggravate what 
one expert calls the “unenviable position of the lumber 
wholesaler.” 

Many wholesalers are wed, in the main, to the smaller 
independent mills. 

The “eastern” consuming-area wholesaler has two per- 
plexing problems: 

First, he must accept the loss of markets as large re- 
tailers and prefabricators increase their buying direct from 
mills or from wholesalers in the sawmill country. 

Second, he must find a way to help the dealer sell, to 
help train retail salesmen, to provide more and better serv- 
ice to the dealer in order to compete with competitive 
materials. Most wholesalers are aware of these dealer 
needs, but they cannot afford to provide such services on 
their slim 5% margins. 

After talks with wholesalers throughout the country, 
this conclusion can be reached. Probably the lumber 
wholesaler’s best bet is to diversify his product lines to in- 
clude wood specialties so that he will have more to sell to 
the dealer and a broader profit base so he can give him 
more and better service. 

It is also inevitable that more mergers will take place 
among lumber wholesalers, such as the Lumber Indus- 
tries combine described elsewhere in this issue. And there 
is a role for the wholesaler in component fabrication, al- 
though some wholesalers say that if they invest in fabrica- 
tion programs they will then sell the components direct to 
builders, by-passing the retailer. 

Other types of wholesalers—such as those whose main 





bers, Stulman-Emrick Lumber Co., 


port-export organization for Europe- 


products are composition building materials, and sash- 
and-door jobbers—have been more active in dealer sales 
programs than the strict lumber wholesaler. One reason 
is that the broad-line materials wholesaler has a host of 
specialty products from which both the wholesaler and the 
retailer earn a relatively high profit margin. The sensa- 
tional sales campaign by a Louisiana wholesaler, told on 
page 52 this issue, shows what can be accomplished in 
redwood merchandising, which has many attributes of a 
“specialty.” 

Accompanying this article, several outstanding broad- 
line wholesalers are described. From a dealer’s standpoint, 
the broad-line wholesaler has much to offer. One of the 
dealer’s basic problems is the time he must spend pur- 
chasing from a variety of wholesalers. 

The so-called west coast lumber wholesaler, who sells 
to other wholesalers as well as dealers, will also find busi- 
ness changing. He has the opportunity to become a proces- 
sor of component parts. He will undoubtedly seek closer 
control of production from the independent sawmills. 

Del McNutt of Mauk Lumber, Seattle, a prominent 
west coast wholesaler, said: “There is real opportunity for 
the wholesaler today because he is in a position to lead. 
We must analyze our customers’ needs and present our 
findings to the manufacturers, who can then produce ac- 
cordingly. If we don’t, we cannot expect either our cus- 
tomers or our suppliers to save a place for us.” 

The consensus today is that the commission man—the 
fellow who does not take title to lumber—is decreasing in 
number, although there are no accurate statistics that 
prove this point. “Office” wholesalers, it is claimed, still 
have some major advantages in lumber distribution, even 

(continued on page 32) 





Integrated in the central New York 


Inc. and Hirsch-Crombie Lumber Co., 
both of New York. Stulman-Emrick 
now coordinates all buying of west- 
ern pine species for the combine. 

Since then Carter Lumber Sales, 
Co., Inc., Port Newark, N. J., Phila- 
delphia and Long Island has become 
affiliated with Lumber Industries. 
Other members include Northwest 
Lumber Co., Pittsburgh and Colum- 
bus, Ohio; Gordon Lumber Co., Bal- 
timore, Detroit and Georgia and a 
Florida division at Ft. Lauderdale. 

The Wrenn Lumber Division of 
Lumber Industries was formed at 
Greensboro, N.C. and Roanoke, Va. 
This division has the organization, 
personnel and distribution facilities 
formerly associated with Wrenn Lum- 
ber Corp. a major wholesaler special- 
izing in western and southern species. 

A west coast buying, selling and 
precutting outlet is located at Eugene, 
Ore. This office also handles national 
sales to larger buyers of dimension. 
Lumber Industries is now expanding 
its precutting sales to retail dealers 
all around the country. 

An office at Van Nuys serves as 
the regional wholesale outlet for 
southern California. A northern Ohio 
division has been established in Cleve- 
land. Also, offices are maintained in 
Boston, Mass. and Missoula, Mont. 

Selco International, Inc., an im- 


an, African, Asian and South Amer- 
ican lumber and wood products, also 
has become affiliated with Lumber 
Industries. 

In Canada, a Lumber Industries 
division is headquartered at Prince 
George, B. C. 

Lumber Industries serves as_ the 
“marketing brain” for all affiliates. 
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office are all purchasing, traffic, legal, 
finance, credit control, accounting, in- 
voicing, research and _ promotional 
activities of the entire organization. 
Each regional wholesale affiliate re- 
mains autonomous and is free to con- 
centrate on selling and helping its area 
retail lumber dealers merchandise ma- 
terials. 


EXAMINING MARKET- 
ING MAP are these 
executives of new 
wholesale lumber com- 
bine, Lumber Indus- 
tries, Inc., Brooklyn. 
Seated left to right: 
Norman Carter, vice 
president and gen- 
eral sales manager; 
Stephen L. Stulman, 
vice president, Lum- 
ber Industries; Larry 
Leeds, vice president- 
purchasing; and Sol 
Rubinton, in charge of 
millwork and special- 
ty item purchasing. 
Standing are Kenneth 
Moser, in charge of 
Inland Empire species 
and Robert L. Bush, 
director of market re- 
search and analysis. 
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WHEN WE GET A BUILDER USING 
ANDERSEN STRUTWALLS 
HE STAYS 
RIGHT WITH THEM: 


WILLIAM J. HATFIELD, JR., HATFIELD BROTHERS, INC., TARRYTOWN, N.Y. \ 
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‘*Strutwall customers are 
money-making customers,” 


says Bill Hatfield. ‘“They’re repeat 
customers because they’ve found 
this unit cuts their labor costs and 
callbacks—and the Andersen name 
can help them sell their homes. 
Strutwalls are good units to han- 
dle. They turn over fast and I make 
money on them.”’ 


STRUTWALL IS COMPLETE 
WINDOW AND WALL UNIT 
Because component building is on 
the increase, more and more dealers 
are finding it pays to handle Strut- 
walls—the complete window with 
the wall framed in. Strutwalls save 
labor and materials with any type 
of component construction —as well 
as with conventional construction. 

Available in single light Beauty- 
Line and Casement styles. Remov- 
able grills, box headers and sheath- 
ing can also be ordered. 


ANDERSEN HAS THE MOST 
COMPLETE WINDOW LINE 
Casements, Gliders, Flexiventss, 
Beauty-Lines, Pressure Seals and 
Basement windows are all quickly 
available to dealers. 7 kinds of 
windows, 30 different types, 685 
cataloged sizes. Call your Andersen 

distributor for complete details. 


THIS LABEL HELPS SELL. Remind 
your builder customers that this 
label can help them sell their homes. 
Andersen Windows are advertised 
regularly in Life and Better Homes 
and Gardens—and they can be sold 
to home buyers the same way any 
other nationally known name brand 
is sold 

WHY INSTALLED COST IS LOW 
With Andersen Strutwalls the (A) 
jack studs, (B) top and bottom 
nailers, (C) glazing, (D) hardware 
and (E) side struts are factory in- 
stalled. Labor is cut to a minimum 
— because the builder just cuts the 
tops of the two side struts (E) and 
tips the unit into place. On-site 
installation problems are virtually 
eliminated — which is why the Strut- 
wall can beat almost any window 
on ‘‘cost installed’’ figures. 
*TRADEMARK OF ANDERSEN CORPORATION 


| Andersen 
Win ae 


America’s most wanted windows 
ANDERSEN CORPORATION ¢ BAYPORT, MINNESOTA 
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FAST LOADING with mechanical handling is a feature of the 
modern lumber service for dealers from Wheeler Lumber 
Bridge & Supply Co. 


MODERN WAREHOUSING for plywood and other building 
materials at West Des Moines headquarters is part of Wheel- 
er's broad-line service concept. 


What Makes Up Complete Service for You? 


Des MOINES 

N ADDITION to lumber, the Wheeler Lumber Bridge 
I and Supply Co. here offers a complete broad line of 
building materials and plentiful merchandising services to 
retailers. The company is a prime example of complete 
service to dealers by a lumber wholesaler. 

By ordering as needed from the broad inventories main- 
tained by 10 Wheeler distribution yards in Iowa, Minne- 
sota, North and South Dakota and Oregon, dealers can 
keep inventory in balance. 

Use of mechanical handling equipment at the yards en- 





LUMBER PROGRESS—Part 1 
Distribution & Marketing 


(begins on page 28) 





though they cannot perform merchandising services to re- 
tailers in the same degree that a stocking wholesaler can. 

J. J. Mulrooney, executive vice president of the Na- 
tional-American Wholesale Lumber Assn., summarized the 
challenge to wholesalers this way: 

“We have come through the era of ‘this is what I make, 
this is what you have to buy,’ which is ridiculous. You 
have to make what somebody wants. I think there is a lot 
of progress in accepting this idea, by mills and by whole- 
salers. 

“As the principal marketing force of lumber manu- 
facturers, a wholesaler will have to provide more mis- 
sionary sales and education work. Working largely with 
dealers, he is going to talk directly with architects, builders, 
etc., about wood and how to use it, what to specify for a 
specific end-use. 

“A wholesaler and a dealer can work together on a local 
level to get the job done. It will help to avoid price as the 
controlling factor in sales.” 

Ben C. Varner, Dallas, Tex., former president of the Na- 
tional Assn. of Lumber Salesmen, looks at the situation 
this way: 

“I call the ‘good old days’ those times when the area 


ables dealers to load their trucks swiftly. The truck ex- 
pense is cut because the dealer can pick up plywood, 
building materials and profitable specialties at one stop. 
Specialties include roofing, insulation board, ceiling tile, 
flooring, nails. 

Wheeler also offers a complete pole type farm building 
package plan. Dealers need not carry an inventory of the 
pole barn materials. The wholesaler figures all costs for the 
packages, including labor. 

Wheeler also offers construction financing through a 
subsidiary for the farm buildings and other structures. 


salesman would sell all the lumber to the retailer and the 
retailer would sell all the lumber to the builder. I don’t 
think that we will ever see those days again. We might as 
well accept the changes in distribution as permanent. What 
the changes are going to be in the future, no one knows. 
But only those who change with the times are going to 
stay in business.” 

And Varner practices what he preaches. He withdrew 
last year as a commission salesman and set up his own 
wholesaling company, Redwood Distributors Inc. of Dal- 
las. ‘ 
Promotion. Regardless of what lumber wholesalers can 
do in the area of merchandising and promotion, there is 
no doubt that many lumber manufacturers are realizing 
the need for strong promotion of wood and brand-name 
lumber products. 

The in-store merchandising program of the Georgia- 
Pacific Corp. this year has been particularly successful. 
Weyerhaeuser has a new campaign for K. D. lumber. 
The major redwood mills have been exceptionally strong 
promotors, both on brands and as a group. A plan now 
being considered would bring unified monthly promotion 
by all redwood companies on specific building ideas, co- 
ordinated by the California Redwood Assn. 

Smart publicity by Simpson Timber has actually placed 
colored photographs showing paneled rooms in the edi- 
torial columns of leading newspapers. This creates home 
improvement sales for dealers. 

All of the lumber manufacturing associations have 
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stepped up promotion budgets this year. 

For example, the West Coast Lumbermens Assn., whose 
members produce about eight billion board feet of lumber 
(or almost a third of total production), doubled its sales 


promotion expenditure this year. 


The Western Pine group created a vacation cabin pro- 
motion that has resulted in a sell-out of cabin plan books. 
Lumber’s counterpart, plywood, has for years made 
headway with sustained promotion and merchandising 
through the Douglas Fir Plywood Assn., as well as through 


leading plywood manufacturers. 


ereeainensia 


All of the other sawmill associations have joined the 


promotion trend, topped by a continuous consumer adver- 
tising campaign sponsored by the National Lumber Manu- 
facturers Assn. Also, National Forest Products Week will 


be repeated this year, October 15-21. 


The awakening of the lumber-producing industry to 
more and better promotion illustrates the determination 
to retain present sales and take back some lost markets. 
This is progress that is good news for retailers. 

Some of the best merchandising programs for lumber 


are reported on the following pages of this issue. 


Wholesaler Talks About Aluminum 
vs. Wood: Service to Retailers 


D. H. Rush, vice president of Hilton & Rush Co., Cleveland, 
is a leading lumber wholesaler. As a result of a letter to 
BMM's editor on aluminum and retailers, he was invited to 
discuss his views for this special report. 


Q. Just what is 
your company’s 
philosophy as a 
lumber wholesal- 
er, Mr. Rush? 

A. We  firm- 
ly believe that 
wholesalers are 
the unifying force 
in the forest 
products indus- 

D. H. Rush try. We represent 


the lumber mills and try to do the 
best job we know how for them. But 
we also do our utmost to help the re- 
tail lumber dealer and protect his in- 
terests. 


Q. I understand you are against ex- 
pansion of the use of aluminum prod- 
ucts in the building industry. Is that 
correct? 

A. You bet! We feel aluminum 
as it is presently utilized in home con- 
struction is an inferior product being 
foisted off on the public through 
high-pressure promotion. To our 
knowledge, this fraudulent promotion 
has never been disavowed by any 
aluminum manufacturer. 


Q. In what way has this promo- 
tion been fraudulent? 

A. Just last week I saw an adver- 
tisement in a local newspaper headed 
“Aluminum Siding for 50 Lucky 
Homes.” The whole layout of that ad 
was misleading! I think it was de- 
liberately designed to masquerade as 
a news story. It also contained fraud- 
ulent claims—the same ones being 
fought by Better Business Bureaus all 
over the country. The ad asked in- 
terested persons to call the number 
listed. 


Q. And you did so? 
A. Yes. I called and asked if I 
could look over the aluminum siding 


being advertised at my local lumber 
dealer’s store. I was told that this prod- 
uct was not being handled by lumber 
dealers, but the firm at the listed num- 
ber was the exclusive factory distrib- 
utor in the area for the material. 


Q. Then retail outlets in the Cleve- 
land metropolitan area are being by- 
passed? 

A. Very definitely. We firmly be- 
lieve that the aluminum building prod- 
uct manufacturers have eliminated the 
retail lumber dealer from their dis- 
tribution scheme—in this area, at 
least. This is being practiced in Cleve- 
land with a vengeance. It follows logi- 
cally, that once a distribution pattern 
is established by-passing the lumber 
dealer, he will have trouble finding a 
fair profit margin for his services. I 
think this is borne out by conversa- 
tions with dealers considering taking 
on aluminum product lines. There- 
fore, I am convinced that for a retail 
lumber merchant to endorse these 
products is tantamount to advertising 
for his competitor. By and large the 
lumber industry respects the dealer in 
the distribution pattern. The alumi- 
num industry does not. 


Q. What, specifically, has Hilton & 
Rush done to help the lumber dealer? 

A. We've tried a lot of things— 
many of which are done by other 
wholesalers—and some haven’t worked 
out. But at least we try. 


Q. What are some examples? 

A. For one thing, we spearheaded 
a line of factory-built homes in Ohio 
to be sold only through retail lumber 
dealers. We promoted redwood in this 
area. We also hired a salesman who 
did nothing but promote specialty 
wood items to architects and builders 
in an attempt to create a new mar- 
ket for the dealers we serve. 
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Q. I understand you're also inter- 
ested in materials handling efficiency. 
What have you done along that line? 

A. Two years ago we coordinated 
the procurement, delivery and disposal 
of a demonstration carload of unitized 
lumber for the National Retail Lum- 
ber Dealers Assn. convention. We also 
promoted unitized carloading proce- 
dures and purchased a McCracken 
boom, which we loaned to dealers 
who wanted to experiment with that 
type of unloading system. 


Q. What else have you done? 

A. For the last two years we pub- 
lished a market letter and transit list 
weekly for the edification of our deal- 
ers. We also offer financing for some 
up-and-coming dealers temporarily in 
need of help. All our salesmen are 
technically trained in wood, and we 
maintain a wood technology library 
as a free service for everyone. Nearly 
every day we have people come in or 
call for advice on wood technology. 


Q. Then you're active in wood pro- 
motion? 

A. Yes. In addition to distribution 
of wood promotional literature, we've 
had some success in persuading other 
wholesalers to close ranks with deal- 
ers for a real grass roots promotion. 
We're one of the few wholesalers who 
belong to, and are active in, our local 
lumber dealers organization. 


Q. Isn’t there some merging of the 
functions in the different points of the 
distribution channel? 

A. There has been some merging in 
certain organizations, but we do not 
think this lends itself to greater ef- 
ficiency. We respect the traditional 
lines of distribution and feel each has 
a basically separate function. We have 
never usurped the function of our 
dealers and we never will! We con- 
sider ourselves carload wholesalers 
and our primary function is to pre- 
sent our mills’ products in volume to 
our retail customers at the lowest pos- 
sible distribution cost. By merging the 
best interests of both mill and dealer, 
we will all have a mutually profitable 
business. 
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IN QUANTITY AND VARIETY 


DOLLY VARDEN 
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Whatever your needs in siding patterns or species, Western 
Pine Association mills can supply them. 


BUNGALOW itis These are just a few of the many patterns available in 
a ane esr WPA seasoned siding—the siding which will provide 
ae your builders with the finest finishing material for today's 
quality homes! WPA siding is thoroughly seasoned at the 

mill and rigidly graded to the exacting specifications of the 

ed SEY Association. It's light and easy to handle; stays straight 

and true through shipment and yard storage; stays solidly 
nailed and takes paint or stain readily; adds a lifetime of 
beauty and quality to the home. Stock-up on WPA sea- 
soned siding—available in 10 different durable woods. 
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BOARD ON BOARD 
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WESTERN PINE ASSOCIATION 


Quality Graded Lumber, Dept. L-461, Yeon Building, Portland 4, Oregon 


IDAHO WHITE PINE *« PONDEROSA PINE + SUGAR PINE « RED CEDAR 
LODGEPOLE PINE « DOUGLAS FIR «+ LARCH e« ENGELMANN SPRUCE 
INCENSE CEDAR 


FRAMING + SHEATHING and SHEET-BOARD + DECKING + SIDING + PANELING «+ FINISH + MILLWORK +« MOULDINGS 

















GRADING CONTEST at Tarter, Webster & Johnson distribution yard in Van Nuys, Calif. 
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New Products, Dealer Training, 
Quality—All From One Firm 


SAN FRANCISCO 


AN YOU MIX GOOD FUN 

with good product training? Man- 
ager Bill Bright of the Van Nuys 
(Calif.) distribution yard of Tarter, 
Webster & Johnson, Inc., says it’s a 
cinch. 

Above you see the interest in lum- 
ber grades during Bright’s open house 
staged for his dealer customers. 

More than 175 retailers listened to 
an educational talk on lumber grades 
by TW&J’s expert, Lee Moffett. Then 
Moffett conducted a grading contest. 

The affair included drinks and 
food, surrounded by displays of every 
grade of lumber and TW&J specialty 
products. Hours were from 4 to 7 
p.m. 

New lines. Similar open house 
affairs might be staged by other dis- 
tribution yards of the major west 
coast lumber and wood product manu- 
facturer and wholesaler. Tarter, Web- 
ster & Johnson has its own distribu- 
tion yards on the west coast and works 
through wholesalers in the midwest 
and east. 

Along with other progressive lum- 
ber firms, the San Francisco-based 
company has added specialty lines to 
its lumber base in recent years. For 
example, Readymade fence, a_ red- 
wood product which comes in pre- 
fabricated sections. A dealer display 
for the fence is pictured on this page. 
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The fence features interlocking posts 
and panels so that all a handyman 
needs to install his fence is to dig 
the holes. 

The company offers $40 worth of 
merchandising aids to retailers for its 
fence line with each carload or truck- 
trailer order. The aids include store 
or yard displays, banners, counter 
cards, scale models, etc. 

Bond-Bord is another specialty 
product. It is a labor-saving sheet- 
board for roofs, floors and walls, man- 
ufactured under WPA specifications. 

The core is K.D. white fir with 
12% or less moisture content. This 
is covered with 42-lb. kraft paper. 
Panels are 2’x16’ in size, manufac- 
tured by the finger-jointed process. 

Premium cut-stock mouldings are 
another specialty, shipped from four 
plants to every state. More than 
100,000,000 lineal feet of mouldings 
were shipped last year. 

Other products include interior and 
exterior jambs, panel doors, venetian 
blind stock, sash cut stock, glued-up 
panels. 

Quality. Tarter, Webster & John- 
son puts great emphasis on quality 
in lumber. Quality control at the 11 
mills insures uniformity of produc- 
ion. 

Quality control actually starts in 
the woods, with the standing tree, 
TW&J officials point out. Trees must 


be felled carefully for minimum break- 
age. Another important feature at the 
harvesting is the undercut. Recom- 
mended cutting practice is to put the 
undercut on the stump ( known as 
the Humboldt cut) rather than on the 
log. This gives the log a square edge 
and improves volume at the sawmill. 

After the logs have been hauled to 
the sawmill, the check system starts 
with a pond check for freshness of 
logs and continues through each step 
of production until the lumber is 
stickered for drying. Then there are 
regular quality checks in drying, 
remanufacturing and shipping. 

TW&J represents the progressive, 
modern lumber manufacturer—new 
specialty products, quality control and 
merchandising aids for its specialty 
products. 


REDWOOD PANEL-AND-POST FENCE, 
representative of specialty items now 
merchandised by leading lumber pro- 
ducers. Above display is for retail deal- 
ers. 
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M ODERN M ERCHANDISING 


for Progressive 
Yards 


“strappack” 


NRLDA UNITS AT 
NO EXTRA CHARGE! 


“bagpack” 
(poly-coated paper wrap) 


Manufacturers of Douglas Fir and KD Hemlock Dimension—Strapped and loaded 
in either a Double Door Box or Flat Car—No Extra Cost! 


If paper wrapped add $1.40 per M for caps or $1.90 M for full covers. 
Collect Phone Calls Accepted On All Orders At Published Price. 


HALLINAN LUMBER CO. « P. 0. Box 1468 © Portland 7, Ore. * CA 8-9230 
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PONDEROSA PINE— SUGAR PINE 


Trade Mark WHITE FIR 
DOUGLAS FIR INCENSE CEDAR 
Annual Production 60 Million 


High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


NE“ PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA ANDERSON, CALIFORNIA 
Sales Office at Anderson, California 
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NOW! NEW! $450 ADDITIONAL PROFIT ON EVERY 
e . HOUSE USING THE... 
A tried-and-proved fabrication plan that 
means hundreds of dollars savings on 
every job in labor, time, equipment and 
engineering: 
@ Doubles completions, turnover 
@ Requires only one jig table 


@ Makes trusses to fit every roof 
need 


Compare With Any Other Program: TRUSS SYSTEM 
CONNNON SENSE WHY Sell OYE §6—COLYMPIC TRUSS PLATE CORPORATION 


Write, wire or phone collect 
4062 N. E. 5th Avenue, Ft. Lauderdale, Fla. 
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SPECIAL REPORT 
PART 2: 


MERCHANDISING 
& NEW PRODUCTS 





Wood Producer Trains Dealers and 


“Just give ‘em the facts,"’ says 
this manufacturer's salesman 
who uses low-pressure ap- 
proach in dealer-sponsored 
information clinics. 


INTERESTED CONTRACTORS accept 
Harold Royer’s literature outlining 
characteristics and recommended 
finishing of redwood. Palco’s 
northeastern sales manager con- 
ducted clinic at Ed Williams Lum- 
ber Co. 
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CAREFULLY ANSWERING a contractor's question on applica- 
tion of redwood siding, Pacific Lumber Co. salesman John 
Samuel explains nailing technique at the dealer-sponsored 


meeting in Canton, Ohio. 


Dealer Customers at 


CANTON, OHIO 

ANUFACTURERS OF LUM- 

BER are catching on to the 

idea that it is to their advantage (and 

perhaps their responsibility) to carry 

sales and promotion down to and in- 

cluding the retail salesman—and the 

retailer’s customers. A good example 

is pictured on these pages—wood 
promotion by Harold Royer. 

“Redwood is widely used for siding 
because it will lie flat and _ resist 
weathering in all climates even when 
used without a protective finish,” Roy- 
er said. “Many homeowners take ad- 
vantage of the economy in allowing 
redwood heartwood to weather grace- 
fully without a finish coating.” 

Pacific Lumber Company’s north- 
eastern sales manager was speaking 
to an audience of 22 contractors in 
the basement meeting room of Ed 
Williams Lumber Co. here. Manager 
Don Clark had asked Royer to give 
his presentation to contractors the 
firm deals with. Clark had his own 
four salesmen on hand to pick up 
pointers. 

Purpose. This meeting, one of about 
24 Royer holds each year, was part 
of Palco’s continuing program all over 
the country to give information on the 
characteristics and advantages of red- 
wood to mixed audiences of lumber 
and building materials dealer sales- 
men and contractors. Methods of ap- 
plication and recommended finishing 
are also covered. 

In addition, Palco has its salesmen 
hold meetings for building materials 
wholesalers to give their salesmen a 


better background on redwood prod- 
ucts. They are trained to do a bet- 
ter merchandising job with retail deal- 
ers the wholesaler representatives call 
on. 

“Proper nailing of redwood siding 
begins with selection of the right 
nails,” Royer continued. “The fasten- 
ings should be as durable as the red- 
wood they are intended to hold. Alu- 
minum or hot-dipped galvanized nails 
are recommended for exteriors to 
eliminate nail stains,” he pointed out. 
“Common wire or cement-coated wire 
nails are not recommended for out- 
side work with redwood.” 

Visuals aids. Royer had opened the 
meeting by showing the assembled 
contractors and carpenters the Cali- 
fornia Redwood Assn.’s color movie 
on the species. Then he used colored 
slides to give more specific informa- 
tion on Palco products, the firm’s 
quality control manufacturing pro- 
gram, Palcote paint-primed redwood 
and uses of the species in building. 

Assistant John Samuel passed out 
product samples to help _ illustrate 
points Royer made. Both handed out 
informational and promotional _lit- 
erature as Royer explained features 
in the sales aids. 

“Those homeowners who wish to 
use paint or stain on redwood have 
the assurance that a wide variety of 
finishes give excellent service,” Royer 
pointed out. “No wood holds finishes 
better!” 

Everyone was attentive during the 
2-hour session and each contractor 
carried home with him all 14 pieces 


July 31, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 


* 


NOW FOR CHOW!—always a good closing after any get- 
together. Two of Ed Williams Lumber Co.'s better-looking em- 
ployes serve the lunch. 


Same Time 


of CRA and Palco literature the Pa- 
cific Lumber Co. representatives dis- 
tributed. His listeners appeared to be 
satisfied that Royer had covered ev- 
erything thoroughly in his presenta- 
tion. Few questions were asked. 

“These clinics give us a chance to 
put across new ideas in the use of 
building materials,” Clark commented. 
“I think they are very helpful to both 
dealer and builder.” 





Beve. SiDinG 


Vertical Grain 
vs 


Fiat Grain 


THE PACIFIC LUMBER COMPANY 
9S Kast Wacker Drive, Chicage |, 











PALCO HANDOUT at the dealer clinic 
explains “why vertical grain redwood 
bevel siding is trouble-free, while flat 
grain or mixed grain may cause trouble 
and complaints.”’ 


4] 
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Cost Comparison: Steel Flitch Plate vs Unit Laminated Beam 


Steel Flitch Plate 


146” x 11”-20' steel plate ........... 


1142” x 3%” machine bolts 
with nuts and washers (@ 
2-2x 12-20’ @ $130 M’ B.M 


Finish Lumber 


1-1x6-20° @ $270 M’ B.M. ......... 
1-1x12-20’ @ $300 M’ B.M.......... 


20 sq. ft. sheetrock @ .06 ft 


20 sq. ft. %” plywood @ .16 ft. ....... 


Total cost of material ......... 


Fe aaihues 30 $43.68 


Unit Laminated Beam 


134”x13”-21’ lam. beam delivered to job site 


by retail building materials dealer 


10.40 


ee ee $68.61 


Labor: assembling and installing: 


2 carpenters (3 hrs. each) @ $3 ..... 


Total cost of flitch plate ....... 


eee ee $18.00 


5 kite atecng $86.61 


Labor: 


2 carpenters (45 min. each) @ $3 per hour 


Total cost of beam installed 


*These cost comparisons were made by S. H. Bolinger & Co. and are based on labor rates and 
material costs in the Shreveport area. The company points out that since a laminated beam is 
a finished product and can be stained or painted without casing out, , a 

ditional savings, since the two carpenters can proceed to some other phase of construction during 
the extra time required on the flitch plate. 





affords the builder ad- 


Sell Builders on Laminated Beams 


* More than 60 retail dealers, trained and qualified by S. H. 
Bolinger & Co., are selling straight laminated members for 
residential construction as result of sales program pioneered 
by this building materials wholesaler in Shreveport, La. 


After three years’ experience as a stocking distributor of this 
lumber specialty, president Harry V. Balcom and associates 
are ready to qualify other distributors, who in turn will sell 


exclusively to qualified dealers. 


Construction time-and-labor savings afforded by laminated 
beams make their selling job to builders an easy one, dealers 


report. 


'¥* RADITIONALLY, the lumber 
1 industry is skeptical of a new pro- 
duct, technique or market. 

So when the staff of S. H. Bolin- 
ger & Company, Ltd., a wholesale 
distributor of building materials and 
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specialities, approached Unit Struc- 
tures, Inc. with the proposition of 
warehousing straight laminated beams 
for residential construction on a whole- 
sale basis for distribution to retail 
lumber dealers for resale to builders— 


they met with a cool welcome. 

Unit Structures sells most of their 
laminated arches and beams for big 
commercial jobs’ like churches, 
schools and gymnasiums to contrac- 
tors through their own sales repre- 
sentatives. The idea that an _ excel- 
lent untapped market existed in 
straight laminated members to meet 
residential requirements was a new 
one that Unit Structures didn’t buy 
at once. 

Even more unlikely, the laminators 
intimated, was the fact that a retail 
building materials dealer could be a 
logical outlet for this specialty item— 
if a market really existed at all. 

This was the rather paradoxical 
picture at the Magnolia, Ark. plant 
of Unit Structures in the spring of 
1958: a wholesale lumber dealer try- 
ing to sell a manufacturer of lami- 
nated beams on the value of their 
product tailored to residental build- 
ing requirements and distributed on 
a wholesale basis from a warehouse 
stock through retail building mater- 

(continued on page 44) 
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TRUCK DELIVERIES OF LAMINATED BEAMS are made 
to S. H. Bolinger & Co. direct from the Unit Structures 
plant in Magnolia, Ark., about 100 miles away. 
Beams come wrapped in heavy, moisture-resistant 
paper. 


ae 2a to tte 


SAMPLE BEAM is placed in the hands of each quali- 
fied dealer as shown by Ed W. Summers (left), 


treasurer and M. J. Cambre, sales manager. 


NEW SHOWROOM recently completed by Tucker 
Lumber Co., Shreveport, is typical of light commercial 
construction in which Shreveport dealers have used 
laminated beams. Other local dealers who have used 
laminated beams in their own buildings include Peli- 
can Lumber & Supply Co., Shreveport Long Leaf 
Lumber, Inc., and Bolinger Lumber & Supply Co. 


i» 
OPEN CARPORT CONSTRUCTION 
offers one of the chief uses for 
this lumber specialty in the south. 


ves 


AS STOCKING DISTRIBUTOR, S. H. Bolinger & Co. 
carries a perpetual inventory of 250-300 beams in 
sizes most in demand by builder customers. Nearby 
dealers pick up their own beams while those further 
away are serviced by motor freight. 


a 
SCALLOPED BEAM seen on this porch job illustrates 


unusual application for Bolinger’s straight laminated 
beam. 
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ials dealers. 

“I was most discouraged, but we 
didn’t stop there,” said Harry V. Bal- 
com, president, S. H. Bolinger & 
Co., recalling his first visit to the 
Magnolia plant. It took several visits 
in person and by phone with the Mag- 
nolia staff and executives of their 
main plant in Peshtigo, Wis. before 
Unit Structures was convinced that 
the idea was worth a try. 

Progress report. Now, three years 


and 2,149 beams later, the Shreve- 
port wholesale building materials firm 
of S. H. Bolinger & Co. has broken 
the sales barrier so successfully that 
it has not only put more than 60 
retail building materials dealers ac- 
tively into the laminated beam _busi- 
ness, but it is seeking other qualified 
distributors who will do likewise in 
selected areas of the south. 

This expansion program has the 
blessing of the Unit Structures organ- 
ization, which is too busy with com- 
mercial fabrication to get involved 
with sales details on small laminated 
beams at the distributor-dealer level. 

Bolinger has become not only one 
of the few stocking distributors of 
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straight laminated beams in the U. S., 
but has also pioneered the sale of 
this lumber specialty item on a mass 
production basis. 

Sales growth in the last three years 
is indicated by these figures: 


1958 (starting July 16) ....161 beams 

1959 xq 

1961 (through May 31) ..375 ” 
Total ....2,149 


After getting the green light from 
Unit Structures in mid-1958, the ex- 
ecutives of S. H. Bolinger & Co. start- 
ed their program in easy steps. They 
saw the principal market for their 
new product as a substitute for the 
steel flitch plate beam utilizing two 
pieces of 2x12’s with a flat steel 
plate bolted between the two wood 
members. 

In the south, the steel flitch plate 
has been the accepted method of 
spanning 20’ to 26’ areas for patios, 
carports and typical residential re- 
quirements. 

While the strength of this beam is 
unquestioned, it is costly both in 
materials and labor (see cost com- 
parison of steel flitch plate and lami- 
nated beam elsewhere in this arti- 
cle). Harry Balcom has more than a 
casual interest in this cost comparison. 
When he built his own new house a 
few years ago, he was compelled to 
resort to flitch plate beams for long 
spans. 

“I spent over $400 in my house 
just on steel,” he ruefully recalls, 
“besides worlds of time with carpen- 
ters bolting the stuff together, just 
because I was late getting into the 
lamination business.” 

FHA approval. Bolinger’s first step 
after an okay from Unit Structures 
was to approach their local FHA of- 
fice, which until now had approved 
only the steel flitch plate beam for 
residential building. Within a_ short 
time, Bolinger had approval from 
FHA offices in Little Rock, New Or- 
leans and Shreveport. 

The next step was a careful study 
within the Bolinger organization to 
evaluate the residential requirements 
and engineering data to determine 
the best assortment of sizes and lengths 
to meet the building requirements of 
the Shreveport area. 

With the advice of local architects, 
designers and builders, an initial or- 
der was placed for 80 straight sec- 
tions, although Bolinger didn’t have 
a firm sales order for a single beam. 
The first truckload arrived from the 
Magnolia plant of Unit Structures 
about 100 miles away in July 1958. 

“We used the first 90 days as a 
test period through our own retail 
yard,” said M. J. Cambre, sales man- 
ager. “No beams were sold to the 
trade except through our own retail 
yard during this period. We wanted 
to prove to ourselves that the satis- 
factory application and use of these 
beams was beyond question before 
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offering them to other retail building 
materials dealers for resale to the 
trade. 

“During this test period we care- 
fully observed the reaction of local 
architects, designers, builders and car- 
penter foremen. Based on their fav- 
orable reaction, we made available 
engineering data to help architects 
write the beams into specifications.” 

Dealer education. The next step 
was to contact, train and qualify other 
retail building materials dealers in 
Shreveport. 

Later these meetings were extend- 
ed to surrounding communities with- 
in a 100-mile radius. Some 200 deal- 
ers have heard the Bolinger laminated 
beam program outlined at these meet- 
ings. 

In two-hour sessions, dealers learn 
the proper size and length of beam to 
meet load requirements. They see 
a series of colored slides taken by 
treasurer Ed W. Summers. 

A dealer sales kit has been as- 
sembled by Bolinger, including pieces 
from the Southern Pine Assn. (Unit 
Structures beams are fabricated from 
S.P.); consumer literature together with 
technical bulletins and dealer instruc- 
tions. 

Sales policy. The beams are sold 
only through dealers who have been 
schooled by Bolinger. 

After a trial sales period in the 
Shreveport area, Bolinger revised its 
inventory to add several sizes and 
lengths. Immediate service to build- 
ers through retail dealers is an im- 
portant sales point. For that reason, 
Bolinger normally keeps arouna 250 
beams in inventory. They also en- 
courage dealer customers outside 
Shreveport to maintain a small in- 
ventory of the most popular lengths 
and sizes by granting a nominal ship- 
ping allowance. 

Bolinger’s retail outlet, Bolinger 
Lumber & Supply Co., along with 
Tucker Lumber Co. and Long Leaf 
Lumber, Inc., all Shreveport firms, 
and Howard Lumber & Supply Co., 
Minden, are among dealers who have 
recently used laminated beams in 
their own showroom construction. 

A total of 140 dealers have qual- 
ified for participation in the Bolinger 
laminated beam program and 62 deal- 
ers, including 23 in Shreveport, were 
active in the program last year. The 
wholesale volume of the beams pur- 
chased last year from S. H. Bolinger 
& Co. was $37,686.26. The average 
recommended markup is 33'44%. 

Bolinger’s dealer customers say they 
get no resistance from builders to a 
full markup. One good reason is that 
the laminated member is saving the 
builder an estimated $20 for an av- 
erage single span. 

Most of the beams sold have been 
on the basis of one beam per house. 
The most general use of laminated 
beams in the Shreveport area is for 
double carport spans. 

Deliveries to dealers outside the 
Shreveport area are made by motor 

(continued on page 46) 
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TYPICAL HEADER 
APPLICATION is 
another case 
where the lamina- 
ted beam fills the 
need for a long 
unsupported span. 
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freight. Shreveport dealers pick up 
their orders at the Bolinger ware- 
house. Beams are received from the 
Magnolia plant of Unit Structures in 
truckload lots of 120-130 beams. 

Builder acceptance. W. A. (Dub) 
Jones, Ruston Lumber & Supply Co., 
a Bolinger customer, has sold lami- 
nated beams for carports and patios. 

“Anytime you can show a builder 
a product that will save him time 
and money, you are helping yourself 
in business,” he observes. 

“Selling the builder anything new 
is usually a problem,” said W. N. 
(Bill) Sledge, manager, Pelican Lum- 
ber & Supply Co., Shreveport. “But 
the laminated beams afford such a 
time and labor savings that as soon 
as one or two builders use them, 
others can’t get on the band wagon 
fast enough.” 

“Builders and carpenter foremen 
are our best boosters,” says Ed Sum- 
mers. “They hate steel flitch plates 
because they can’t use their normal 
tools.” Assembly and complete in- 
stallation of an average flitch plate 
beam takes two carpenters about 
three hours. 

Money savings to the builder using 


End View of Steel Flitch Plate 


ide) STEEL 
: PLATE 
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L | 
FLITCH PLATE 


ONLY TYPE of long-span support ac- 
cepted by FHA until introduction of lami- 
nated beams. 


a straight laminated member instead 
of the flitch plate is approximately 
30%, says sales manager Cambre, 
plus the additional time in which two 
carpenters can be doing something 
else. 

The sales opportunities for straight 
laminated beam sections in residen- 
tial construction include the following: 
ridge and roof beams in contemporary 
style homes; exposed beams in dens 
and family rooms; headers over long 
patio openings and sliding glass doors; 
picture window spans; for complete 
post-and-beam framing in modern 
homes. 

Laminated members are stronger 
than solid one-piece timbers and will 
support considerably more weight, 
engineering studies show. Unit Struc- 
tures beams are made of selected 
southern pine; over 17 million feet 
were used for this purpose last year. 
The beams are individually wrapped 
in heavy moisture-resistant paper and 
each beam is seal-coated for tempo- 
rary protection until it is completely 
installed, stained or painted. They 
are also trade and _ grade-marked 
stamped. 

Expansion. Encouraged by the ex- 
cellent dealer and builder acceptance 
of the straight laminated sections, S. 
H. Bolinger & Co., with the coopera- 
tion of Unit Structures, Inc., is seek- 
ing other qualified distributors with 
warehousing facilities throughout the 
south. 


End View of Unit Laminated Beam 
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builder savings up to 30% over flitch- 
plate sandwich construction. 


July 31, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





GLUED LAMINATED COLUMNS are products of a new science 
of engineered wood which provides safe, economical use of 


lumber in large structures. 
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DEALER AIDS include booklets on pole-type frame buildings, 
farm structures, designed for retailers to control sales through 


packaged building service. 


“Engineered Wood” Lifts Southern Pine Use 


The Southern Pine Assn. also has taken a lead in merchan- 
dising of stress-graded stock for house component prefabri- 


cation. 


OUTHERN PINE, which was once 

bedeviled by a threat that timber 
supply in the region would be ex- 
hausted, has come back with a ven- 
geance during recent years. Here’s 
what happened: 

First, forest management has solved 
the timber supply. Today, growth of 
southern pine saw timber exceeds 
drain by 22% or 2% million board 
feet per year. 

Second, through the Southern Pine 
Assn., product and plant engineering 
resulted in an all-purpose stress-rated 
grade in the late 1950s and develop- 
ment of engineered wood, which is 
the popular term for glued laminated 
structural members and components. 

Third, a network of field men was 
created who now average more than 
3,500 calls a year to people who spec- 
ify and handle building materials. Last 
year these men were successful in hav- 
ing southern pine restored to specifi- 
cations with a total lumber require- 
ment of one-half billion board feet. 

And fourth, a sustained trade pro- 
motional program by the association 
was launched seven years ago and 


grows each year. While maintaining a 
constant barrage on the virtues of sea- 
soned southern pine for conventional 
home building, the promotion also 
seeks to set the stage for wide accept- 
ance of SPA products in the revolu- 
tionary building systems yet to come. 

The association has in particular 
aimed its sights at the institutional 
construction market. Lumber lamina- 
tion plays a major role and the lum- 
ber retailer, through laminated wood 
products, can gain entry to school, 
church and commercial jobs. 

Automation. At the heart of the 
southern pine progress is greater me- 
chanical efficiency at the mills. The 
association conducts machinery expo- 
sitions and places great emphasis on 
future automated processes. 

For example, the first debarking 
and chipping equipment was installed 
in the region nine years ago. Now 
more than 700 mills have acquired 
these machines. 

Automation at the mill, coupled 
with research for engineered products, 
works together to make southern pine 
an important specie for use in the 
trend to automated building. 
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PLANK-AND-BEAM ROOF of southern 
pine permits open planning, grouping 
of rooms around centrally located pa- 


JUTHERN PINE 


rm ed 
Ay 
GRADE-MARKED framing, paneling and 
sheathing are promoted by SPA in con- 
sumer and builder publications, featur- 
ing dry lumber. 
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Vacation Homes Spark Lumber Sales 


O NE INDICATION that many lumber manufacturers have become aware of the 
need for creative promotion is the rash of cabin or second-home merchandis- 
ing campaigns sponsored by associations or individual producers. Several of these 
campaigns are described here. 

Industry studies disclose that an estimated 100,000 vacation homes will be built 
this year, and that it is possible for 200,000 to be built in 1962. As pointed out 
by the Douglas Fir Plywood Assn. which pioneered research about leisure homes, 
the vacation shelter market is one of big growth area for the light construction 
industry. 

The promotions by lumber companies and associations are designed to help 
create demand for second homes using wood products. The campaigns tie in with 
the trend among retailers to sell complete house packages, including finance and 
erection service. 

There are still skeptics among the lumber producers who feel it is unnecessary 
to spend hard-earned funds on promotional schemes. Traditionally, lumber manu- 
facturers have simply cut and shipped their timber, giving no thought to their mer- 
chandising responsibility. 

But progressive sawmill executives now realize that lumber is in a competitive 
fight with other materials and that the building industry is in a struggle with the 
automotive and travel industries for the consumer’s dollars. Through these promo- 
tions they are showing merchandising leadership on behalf of every lumber whole- 
saler and retailer. 


New Designs for Weyerhaeuser’s Panelized Cabin Shells 


The Weyerhaeuser Company’s economy cottage promo- 
tion last year was an example of how a lumber manufac- 
turer can help dealers sell building materials packages. 

This year the program has been revised, with emphasis 
on new designs that provide “luxury status” to the cam- 
paign. 

The cabin program is based on component prefabrica- 
tion by the lumber dealer. Basic shells are designed for two 


widths, 12’ and 20’, with any length in multiples of four. 
Only four easily-built jigs are needed for a dealer to pan- 
elize walls. 

Dealers can sell the prebuilt components for handyman 
erection or the cottages can be sold on a turn-key basis. 

Merchandising kits for the cabin plans are available 
from Weyerhaeuser Co. for $2.50. Working diagrams, bro- 
chures, ad mats and estimating sheets are included. 
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Vacation Cabin Is Kickoff 
In Western Pine Year-Long 


“Projects for Profit” 


One of the most ambitious and successful lumber 
promotion campaigns underway in 1961 is the 5-part 
program of the Western Pine Assn. The first project 
was built around the booklet, “Ideas for Vacationland 
Homes.” 

At left you see the WPA promotion committee 
members on the porch of a model vacation cabin 
built by the association. Stacks of the WPA booklet 
which are provided free to 1,500 cooperating dealers 
are also shown. 

From left are Loyde Blakley, sales manager of 
Brooks-Scanlon, Inc.; C. J. Johnson, sales manager 
of Potlatch Forests, Inc.; Edward Neils, assistant 
sales manager, J. Neils Lumber Co.; Carroll 
O’Rourke, merchandising director of Weyerhaeuser 
Co.; Leo Beckstrom, promotion manager of the 
Western Pine Assn.; and Harold J. Ford, sales man- 
ager of Tarter, Webster & Johnson, Inc., and chair- 
man of the promotion committee for Western Pine. 

The story of how a leading lumber dealer used the 
WPA cabin idea is told on the next page. 


“Free-Time’ Promotion Gets Jobber and Dealer Support 


Lumber dealers from as far as 300 
miles away came to Portland, Ore., 
last month to hear about the Potlatch 
“Free-Time” home promotion. The 
confab was sponsored by Al Disdero 
Lumber Co., distributor in Oregon and 
southwestern Washington for Potlatch 
Forests, Inc. 

Main speaker for the evening was 
Rod Heestand, Disdero Lumber ex- 
ecutive. He was assisted by Richard 
Peyran (pictured at right), regional 
sales manager for the lumber manu- 
facturer. 

Heestand explained that in the Pot- 
latch cabin program the dealer “sells 
lumber, not just mere prefab compo- 
nents.” He pointed out the possibilities 
for big profits in the sale of related 
materials such as tools, nails, win- 
dows and paints. 

The “Free-Time” campaign centers 
around a plan booklet which features 
21 different second or vacation homes. 
The booklets are sold by lumber deal- 
ers and are advertised by the manu- 
facturer in consumer and _ builder 
publications. 

All homes in the plan book are de- 
signed to use Lock-Deck, Potlatch’s 
laminated tongue-and-groove building 
materials. 

The consumer orders plans from the 
booklet. Local dealers are notified 


SPEAKING TO near- 
ly three dozen lum- 
ber dealers who at- 
tended ai recent 
‘‘Free-Time’’ homes 
meeting in Portland 
is Richard Peyran, 
regional sales man- 
ager for Potlatch 
Forests, Inc. The 
dealers were alerted 
to the growing sec- 
ond home market 
and Potlatch's 
“‘Free-Time’’ home 
promotion in par- 
ticular. 


Portland wholesaler. 


when the plans are sold. The dealer 
can then follow up and invite the plan 
buyer to bring in his plans and list of 
materials. 

Heestand described how dealer costs 
have been broken down for the ma- 
terials of each Free-Time home and 
he explained how to add the proper 
markup to obtain consumer costs. The 
cost breakdown was developed by the 
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Financing of vacation cabins was 
explained at the dealer meeting by 
Robert Johnson of Allied Building 
Credits, Inc., Portland. 

The wholesaler, the manufacturer 
and the dealers considered the meet- 
ing a success. It was a prime example 
of partnership in merchandising that 
is emerging in the lumber industry. 
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NEWSPAPER AD run by 
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Western Pine Cabin Plan in Action 


PORTLAND, ORE. 

HE WESTERN PINE Assn. and 

the American Lumber Co. here 

have arrived at a plan whereby lum- 

bermen and contractors can capitalize 

on the burgeoning vacation home mar- 
ket. 

The association commissioned the 

design of 10 vacation homes which 

are described and illustrated in a re- 


cently published booklet, “Ideas for 
Vacationland Homes” which has had 
extensive distribution among retailers. 

A contemporary model cabin has 
just been built on the Oregon coast 
near the resort town of Rockaway. 
The model, called the Lodgepole Pine, 
after the western pine region lumber 
featured throughout, contains 400 
square feet of living area, including 


PREBUILT WINDOW COMPONENT as- 
sembled at American Lumber. Each unit 
is ready to be set into cabin framing 
once it reaches the building site. 


<@ PRECUT PARTS are kept in stock at 


American Lumber Company for vaca- 
tion home packages. Parts are keyed 
to materials lists of Western Pine Assn. 


living-dining room, kitchen, bath and 
separate bedroom, plus a roofed sun 
deck for outdoor living. 

Western Pine reports that a con- 
tractor’s cost for materials and labor 
on the cabin should average about 
$4,000. 

If the cabin owner has clear title to 
his land, there are several lending in- 
stitutions offering 100% financing on 
up to $5,000, including materials and 
labor for a 7-year loan with a 5% to 
8% discount. 

Components. The American Lum- 
ber Co. designed complete kits of pre- 
cut and preassembled materials and 
accessories for each of the WPA cab- 
ins. 

In addition to precut lumber for 
rough framing, all of which is graded 
according to specifications and com- 
pletely precision-end trimmed, the kits 
include preassembled door and win- 
dow units; prebuilt cabinets; electrical 
fixtures; wiring and appliances such as 
range, refrigerator and hot water heat- 
er; rough and finish plumbing; stall 
shower; roofing compound; finish floor 
and portable metal fireplace. 

The prebuilt components and precut 
framing lumber can be delivered to 
the building site in one truck load. 

In addition to the precut kits, West- 
ern Homes—an affiliate of American 
Lumber Co.—manufactures complete 
prefab cabins. 

The Western Pine Assn. reports that 
demand for its cabin plans booklet 
exceeded supply. It is part of a 5-part 
profits program for the trade. Similar 
merchandising material will be avail- 
able on other projects later this year. 
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COMPONENTS ARE PACKAGED in groups and stapled with 
instructions. The sub-assemblies are then loaded on a truck 
for a single delivery of entire package. 


SEMI-CIRCLE OF MATERIALS AND PRODUCTS 
contains all that is needed for a Lodgepole cabin 
kit. In addition to lumber and structural com- 
ponents, package includes stall shower (left 
rear), portable metal fireplace and hood (fore- 
ground) and paint. 


ROOFING IS APPLIED quickly and 
components are installed with lit- 
tle more than a hammer and nails. 
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35-CAR PORT BARRE SPECIAL, largest trainload from 
the redwood region ever sold through one wholesaler, 
leaves Scotia, Calif., for Louisiana. Note ‘‘Sell-A-Mil- 

» lion’’ banners on boxcars. 


Redwood Wholesaler Shows How to Sell 


More than 1 million board feet of lumber is sold to 90 retailers in a week 
by aggressive Louisiana distributor. 

Wholesaler's salesmen are now calling on dealers weekly to help them 
sell the redwood to builders and consumers. 


“OLD 29”, the gilt-trimnsed steam loco- 
motive of Pacific Lumber Co., put to- 
gether the big order. On hand to help 
(Il. to r.) are Carl W. Bahr, vice presi- 
dent for sales; president Stanwood A. 
Murphy and Ed Carpenter, vice presi- 
dent for operations, Pacific Lumber. 
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SIGNS TO SELL BRAND NAME QUALITY redwood were presented by Louisiana 
wholesaler to retail dealers during recent promotion. Port Barre Lumber Industries 
salesmen above present sign to dealer Henry Huguet of Opelousas, La. (second from 
right, with glasses). Second from left is wholesale manager Don Elder, who spark- 
plugged the promotion. Third from left is Walt Andrus, who led in sales footage 
during the campaign. 
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PorT BARRE, LA. 
N AMAZING “SELL-A-MILLION” redwood cam- 

A paign has just been accomplished successfully by a 
relative newcomer in redwood wholesaling, Port Barre Lum- 
ber Industries, Inc. 

Imaginative, aggressive sales promotion by 24-year old 
Don Elder, manager of Port Barre’s wholesale department, 
and a hard working group of four salesmen, contributed 
to the success of selling more than the goal of 1,000,000 
feet of Pacific Lumber Co. stock in just one week. This is 
more volume of redwood than many wholesalers move in 
a year! 

In addition to providing considerable merchandising as- 
sistance to the dealers, Elder established sales incentives by 
offering free trips to prize-winning retailers. 

Eight prize-winning retail dealers were flown to Cali- 
fornia to view Pacific’s woods and mill operations. Elder 
also accompanied the group, along with Walter Andrus, 
Port Barre’s top salesman during the campaign, who single- 
handedly sold over 300,000 feet of redwood and fir to 
win his trip to the mill. 

The dealers were entertained for three days at Scotia, 
climaxed by a send-off, with television coverage, of a 
special 35-car trainload going direct to Louisiana. This is 
the largest single trainload of redwood region forest prod- 
ucts ever sold through one wholesaler. 

Covered with signs and banners, the Port Barre Special 
pulled out with 1,117,315 feet of redwood and fir lumber 
mixed with fir plywood. More than 5,000 Ibs. of special 
redwood bark by-products were also aboard. 

Port Barre’s emergence as a strong factor in wholesaling 
redwood followed a number of sales meetings put on by 
PALCO’s Jesse Brown for the Port Barre sales force. 
Brown also spent considerable time with their salesmen 
making calls on retailers. The sales campaign was held 
from April 12th through 27th. 

Port Barre Lumber Industries, Inc. is relatively new as a 
redwood wholesaler. A number of the yards “sold” during 
the campaign had not stocked redwood before. 

Elder is now following up with further merchandising ef- 
forts with the dealers to assist them in moving their stock. 
Manufacturer sales samples and point-of-sale pieces are 
used. Elder also made use of his own direct mail campaign, 
dealer signs and local advertising to put the campaign over. 

Elder also plans to follow through with regional promo- 
tion on redwood directed toward builders. This will include 
a direct-mail program and educational builder meetings 
held in cooperation with retail yards. 

The Port Barre Lumber Industries, Inc. was organized 
in Port Barre, La. in 1932 by Joe Elder, who still heads 
up the business. They are engaged in hardwood manufac- 
turing and wholesaling, as well as the wholesaling of 
PALCO forest products. 

Joe Elder admits he didn’t think son Don and the other 
wholesale salesmen would be able to make the campaign 
goal in such a short time—but gave Don the “go ahead” 
because it looked like it would be good experience for a 
sales force relatively new in selling redwood. 

The Port Barre people are proud of the sales record of 
Walter Andrus, who sold the most in this campaign after 
graduating from truck driver to the sales department only a 
year ago. 

Much of Andrus’ success was credited to sheer hard 
work—making sales calls and then more sales calls. 

The Port Barre sales crew believes in calling on each 
retailer at least once a week—and sometimes twice. 

The salesmen are young and aggressive—willing to learn 
and accept new ideas. They represent the progress in lum- 
ber merchandising that is sure to grow. 


July 31, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





Giemo Gue Saye: 


“NEVER A 
STRUCTURAL 
FAILURE WITH 
GISMO GUSSETS” 


Roof trusses made with 


G 

local building 

standards of the Interna- 
tional Conference of 
Building Officials, and En- 
gineering Bulletin No. SE- 
258, published by the 
Architectural Standards 
Division of the Federal 
Housing Administration. 
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WHAT IS A GISMO GUSSET?” 


A Gismo Gusset is a 20-gauge galvanized steel plate stamped with teeth-like plugs 
Each plug is made up of four triangular teeth. The top 3 of each tooth is ex 
truded to aid in pressing into the wood. 


HOW ARE GISMO GUSSET TRUSSES MADE? 


Gismo Gusset trusses are made in an accurate assembly jig using ‘'stress'' grade 
lumber. Gismo Gussets are firmly embedded into both sides of each joint of the 
truss by means of a mechanical roller press. Upon entering the wood, the gusset 
teeth are deflected, each tooth taking a bite into the lumber—a bite that won't 
let gol 


for more information fill out coupon 


Truss Prefab, Inc. 


P. ©. Box 113, Colorado Springs, Colo. 
P. O. Box 337, Canfield, Ohio 
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PAUL SLOAN, manager of the yard treating 
plant, tests lumber for moisture content to de- 
termine necessary pressure before treating. 
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ground, 


TANK COVER is raised while Paul Sloan studies pressure gauge preparatory 
to treating. Three 10,000 gallon preservative tanks are located below 


Treating Extends Lumber's Life 


Retail dealers around Jacksonville, Fla. take advantage of 
wood treating service offered by Wood Protection of Jax, 
wholesale division of Crabtree Lumber Co. 


JACKSONVILLE, FLA. 

OOD TREATING is one of 

important services offered by 

Crabtree Lumber Co. to their own 

builder customers, also other lumber 
dealers in the area. 

Perhaps their biggest volume cus- 
tomer is Duval Lumber & Supply Co., 
which last year furnished component 
parts to over 400 homes built by Her- 
cules Homes, Inc. Crabtree used 
Woodlife to treat the fascias in this op- 
eration, or about 200,000 board feet 
altogether, estimates Jack Weyer, Sr., 
a Duval executive. 

Crabtree enjoyed one good year 
under this program before the reces- 
sion hit Jacksonville last year. In re- 
cent months, business has started to 
pick up again. 

The wood treating phase of the 
Crabtree business is operated under the 
name of Wood Protection of Jax, a 
wholesale division of Crabtree Lumber 
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Co., with its own separate office and 
personnel. Frank Kelly is manager. 

When operating at capacity of 400,- 
000 board feet per month, the branch 
is staffed by two office people, a ship- 
ping clerk, plant foreman and six la- 
borers. 

New markets. Using literature avail- 
able from the suppliers, whose chemi- 
cal is used in the various processes, 
mailings are made to both architects 
and dealers. Manager Kelly is alert to 
new markets for treated lumber, 
such as fencing. 

By offering Woodlife, Penta-Lok 
and ACC (Acid Cupic Chromate), 
Wood Protection of Jax is able to ful- 
fill the normal construction require- 
ments of any dealer. About 60% of 
the treatment by Jax, when the plant 
is Operating at full capacity, is Wood- 
life, says Kelly. This type of treat- 
ment is used for finish lumber, trim 
and millwork items—any lumber that 


does not come into direct contact with 
the ground. Both Penta-Lok and ACC 
are vacuum treated. 

Woodlife treatment is recommended 
by Wood Protection of Jax for all 
species of siding, paneling, fascia and 
trim, flooring, plyweod and millwork. 

Advantages emphasized by Jax are: 
saves One coat of paint on a 3-coat 
job; won't bleed through; no discolor- 
ation; helps eliminate shrinking and 
swelling and won’t attract moisture. 

Protects flooring. Oak flooring, 
Woodlife-treated by Jax, was applied 
over floor joists and exposed to rainy 
weather for three days before their 
own low-cost homes under construc- 
tion were closed in. None of these 
floors suffered any damage whatever. 
Other Jacksonville dealers are having 
their fiooring treated by Jax for the 
same purpose. 

The Penta-Lok treatment is recom- 
mended by Jax for ordinary construc- 
tion uses: sills, joists, plates, studs, fur- 
ring strips, sheathing, plywood sheath- 
ing, etc. 

The ACC treatment, which gives 
lumber a dark green color, is also 
recommended for ordinary construc- 
tion use. 
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TREATED LUMBER INVENTORY averages 300,000 to 400,000 sq. ft. Binned 
lumber is end-painted to identify type of treatment and make customer se- 
lection easy, but the most important factor in quick selection is the identi- 


AFTER TREATMENT, lumber is steel-strapped 
into delivery packages. One lift truck is as- 


signed to the treating plant. fication stamp. 
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FINGER POINTS to Woodlife identifica- JOB SIGNS are used to publicize the im- 
tion stamp on lumber treated by Wood portance of treated lumber among deal- 
Protection of Jax, wholesale division of ers, builders and homeowners. 
Crabtree Lumber Co., Jacksonville, Fla. 
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* and nes 


ONE CUSTOMER who does a good sales job for treated lum- TREATED WOOD FENCES are promoted b 


y manager Kelly. 
ber is Arlington Lumber & Supply Co., Inc. These signs face County ordinance, requiring fencing around backyard swim- 
a heavily-traveled highway. 


ming pools, has opened a new market. 
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CUTTING LINE in the timber fabrication plant of Rosboro Lumber Co., Springfield, Ore., which has launched component part 
cutting service for its regular lumber wholesaler trade. Truss parts can be shipped in mixed cars with wholesaler’s regular order 


of plywood and lumber. 
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Component Parts Precut for Dealers 


“SOUTHERN PIME moots 


the exacting requirements tor 


TRUSSED RAFTERS — 
That's why / use &@ excessively.” 


TRADE AD of Southern Pine Assn. pro- 
moting the trend to truss fabrication. 
SPA has been actively pointing out the 
merits of fabrication to retail dealers 
and wholesalers. 
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VERY LUMBER MILL of any 

size could precut lumber to order, 
if the trade wanted to pay for such 
services. But specialized precutting at 
the lumber source has usually been 
considered too costly for most light 
construction purposes. 

With the growth of prefabricated 
housing, however, some lumber manu- 
facturers say that mill precutting for 
trusses and wall components can ac- 
tually save money for the retailer. 

For example, the Bradley-Southern 
division, Potlatch Forests in Warren, 
Ark., has been merchandising precut 
services for dealers in recent months. 
Individual parts are strapped in sepa- 
rate packages and palletized if desired. 

Parts can be precut at Bradley- 
Southern for trusses, wall panels, door 
and window units, pocket door frames, 
cupolas, gable ends, roof and floor sec- 
tions or garage door assemblies. 

The advantage for the dealer is that 
he can get into component fabrication 
without purchase of expensive sawing 
equipment. The retailer simply assem- 


bles the precut parts. 

Processing jobber. As reported early 
this year in BMM, a Eugene, Ore., 
wholesaler, Parr-Thomas Lumber Co., 
set up a separate division, Wood Com- 
ponents, for shipping unitized loads of 
precut parts to dealers. 

After a strong start, the young firm 
had a few slow months in midwinter. 
But, according to M. C. Thomas, one 
of the partners, sales began to pick up 
in late spring and the service is now 
going ahead successfully. 

Customers of Wood Components 
include such well known retailers as 
the Trendway division of Rosenthal 
Lumber Co., Crystal Lake, Ill. and 
DeVille Lumber Co., Canton, Ohio. 

Wood Components has served 23 
customers so far, and most of these 
dealers have placed repeat orders. In 
April and May 40 carloads of precut 
material were shipped from the Wood 
Components operation. Precutting 
company is a division of Parr-Thomas 
Lumber Co. 

Old-timer. In nearby Springfield, 
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Ore., the Rosboro Lumber Co. has 
been fabricating timber for 20 years. 
The firm’s timber-cutting and fabri- 
cation plant is pictured with this article. 
Most of the fabrication is for large- 
span structures sold by specialists in 
commercial and industrial markets. 

But Rosboro also has a thriving busi- 
ness in lumber sold through whole- 
salers and retailers. For these custom- 
ers, Val Gardner of Rosboro has de- 
veloped a precutting and fabrication 
service for light construction trusses 
and other components. 

“We have produced hundreds of 
thousands of trussed rafters during the 
20-year period that our Timber Fabri- 
cation Department has been operat- 
ing,” Gardner said. “Our wholesalers 
can sell the smaller trusses. We do not 
offer a standard truss or a patented 
truss, but rather furnish them to the 
customer’s specifications.” 

Gardner points out that precutting 
and fabrication by a specialist at the 
mill can solve many problems. “Be- 
cause of our work on large timber 
fabrication, we are equipped to make 
angle cuts, bevel cuts, daps, notches, 
drilling, grooving, countersinking, rip- 
ping diagonal—or what have you. 
There is really no reason why the 
dealer or wholesaler should try to do 
all of this. We offer the specialized 


PRECUT TRUSS PARTS ar- 
rive and are unloaded at 
Trendway division of 
Rosenthal Lumber Co., 
Crystal Lake, Ill. The uni- 
tized shipment came from 
Wood Components, a di- 
vision of Parr-Thomas 
Lumber Co., Eugene, Ore. 


service to wholesalers either indepen- 
dently or in combination with our 
mixed car supply of regular lumber 
and plywood items.” 

Too many builders or dealers feel 
that all they need for fabrication is a 
radial saw, and then they try to buy 
cheap grades of green lumber, Gard- 
ner said. “They do not cost out their 
cutting and fabricating departments. 


If they would, they could see the value 
in obtaining precut parts from a spe- 
cialist,” he added. 

One of the first orders to be proc- 
essed by Rosboro after announcing 
the service to wholesalers came from 
Loftus Distributing Co., Cedar Rapids, 
Iowa. The firm received a mixed car 
of plywood, lumber and precut parts 
for trussed rafters. 


NEWLY-DESIGNED TRAILER can haul up to 38 metal-gusseted 
wood trusses either as an entity or split into house loads. 
Cradle of the Jack Rabbit can be adjusted to fit any truss 
pitch. 


DeKalb Designs Truss Trailer 


DeKalb Commercial Body Corp. has just announced details 
of its newly-designed Jack Rabbit truss and materials handling 
trailer. Intended to help reduce the cost of truss delivery, the 
trailer can be hitched to any pickup or flatbed truck with a bed 
height of less than 51”. 

Up to 38 metal-gusseted wood trusses 17’ to 32’ long can be 
placed on the trailer individually, then strapped; or loaded by 
fork lift already banded. Trusses can be unloaded at the job 
site by one man by means of a winch-controlled cradle in seg- 
ments or all together. 

Although designed chiefly for truss delivery, the Jack Rabbit 
can also be used to transport 4’x8’ wall panels, sheet mater- 
ials and pallet loads. The cradle can be adjusted to fit any 
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WINCH-CONTROLLED CRADLE of new DeKalb trailer lowers 
rearward to almost ground level so trusses can be unloaded 
by one man without damage. Unit has 92” wheelbase, 
weighs 2,550 Ibs. 


pitch truss and lowers rearward between the wide track wheels 
almost to ground level to prevent damage. 

Features. Complete brake controls and all equipment 
necessary to hitch the Jack Rabbit to the truck are supplied, 
making the trailer cost the total investment. Tests show good 
roadability for the 2,550-lb. unit and 92” wheelbase provides 
stability. Production begins shortly for the patented trailer. 
Deliveries will be made about 45 days after order is received. 
DeKalb currently makes the Lumberjack and Lumber King 
half-cab truck bodies. 

Prices will be announced upon request for details from De- 
Kalb Commercial Body Corp., Dept. BMM, 229 W. Garden St., 
DeKalb, Ill. Unit will also be demonstrated at the forth- 
coming National Retail Lumber Dealers Assn. show in 
McCormick Place, Chicago, Nov. 4-7th. 
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BOXCAR OF STRAPPACK UNITS is 
unloaded at Kingston, N.Y. Hallinan 
Lumber Co., Portland, ships Douglas 
fir and hemlock, end-branded and 
waxed. 


Unitized Boxcar Loads at No Extra Cost 


Portland wholesaler also offers packages on flat cars at no 


premium if ‘‘floating loads"’ 


PORTLAND, ORE. 

ITHIN FOUR MONTHS after 

Hallinan Lumber Co. offered 

Strappack unit-loads in boxcars to 

dealers at no extra charge, both sales 

volume and the sales staff were dou- 
bled. 

The packaging method was offered 
last February. In April, Hallinan in- 
troduced Bagpack, lumber packages 
protected with a choice of coverings 
which range in cost from $1.30 per 
thousand board feet (for 8’-wide kraft 
paper) to $4.15 which is for Portco 
poly-fabricated cover. The latter has 
two sheets of kraft paper laminated to 
a reinforcing scrim, with polyethylene 
coat on outer surface. 

Strappack is for lumber which will 
be stored under cover in the retail or 
wholesale yard. Bagpack is designed 
for lumber that will be stored outside 
or go direct to the building site. Both 
packages conform in size to the Na- 
tional Retail Lumber Dealers Assn. 
standards. 

Allied to the unitized progress is use 
of the “floating load” method of ship- 
ment on flatcars. Hallinan shipped its 
first load by this method from Port- 
land to Dodson Wholesale Lumber Co., 
Roswell, N. M. 

It requires only one man with a fork 
lift a half hour to place all units on a 
floating load flat car, John Hallinan 
said. Another 30 minutes are required 
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are available. 


to place and tension the steel strapping. 
He figures that the cost of loading is 
reduced 50% from hand operations 
at the mill, or 50 cents per thousand. 

Dodson Lumber Co. reported that 
one man unloaded the floating load 
flat car shipment in 30 minutes. The 
lumber was placed in open storage. 

A boxcar load of strapped bundles 
can be unloaded in two hours, Halli- 
nan says. A boxcar shipment to Kings- 
ton (N. Y.) Lumber Co. was unloaded 
by one man in three hours, using a 
6,000-Ib. capacity lift truck. 


Some of the benefits for strapped 
lumber packages as outlined by Halli- 
nan are as follows: 

—Lumber arrives clean. 

—Strapping at mill eliminates packag- 
ing at yard. 

—lIncreases speed of handling at yard. 

—Actual tally by pieces and length is 
stamped on each package ... you 
count only 18 packages, not 3,651 pieces. 

—Demurrage costs are reduced. 

—Efficient storage. 

Hallinan will exhibit his packages at 
the National Retail Lumber Dealers 
Exposition, Chicago, November 4-7th. 


FLOATING LOAD with lumber packages protected by Portco covers on flat car as it 
arrived at Roswell, N.M., from Portland. The shipper, John Hallinan, says that flat 


car shipment of strapped, protected units is the 


that ever happened to our company.” 


‘hottest business and profit builder 
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STRAIGHT-LINE framing lumber comes from the finger- LARGE PIECES of clear pine lumber are made from small pieces, 
jointing system, as used on job above. It represents jointed into long boards for edge-gluing at Edward Hines Lumber 


progress in lumber research. plant. 


New Advances for Finger-Jointing 


Stress-rated stock, checked for capacity under certified WPA quality 
control, is just around the corner for retail sales. Sheathing panels of solid 
lumber sandwiched between facings of kraft paper now in production. 


TESTING OF SHEET-BOARD, new solid lumber sheathing made up into panel form, 
at Western Pine Assn. laboratory in Portland. Six Western Pine region companies 
now produce Sheet-Board. 
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PORTLAND, ORE. 

N THE SEARCH for better wood 

products in light construction, finger- 
jointed lumber has rapidly come to 
the fore. In the process, parts not 
wanted in a grade are trimmed out, 
creating superior straightness. 

Finger-jointed studs, FHA-approved, 
are widely accepted. Now the Western 
Pine Assn. research laboratory has 
found the joints strong enough for oth- 
er framing uses. As a result, the lab 
is setting up a quality control system 
available on a guaranteed load-bear- 
ing capacity basis. 

The technique was first applied to 
moulding, then to finish items such as 
jambs and sash stock and finally to 
decking and framing lumber. Jointing 
is also used for sheathing panels of 
any length. 

At this time three WPA region 
manufacturers produce finger-jointed 
framing; three more are ready for 
production and another three are 
“thinking about it.” One firm turns out 
2x6s as well as 2x4s. 

Sheet-Board is a sheathing panel of 
solid lumber sandwiched between fac- 
ings of kraft paper. Most of the pro- 
duction of these panels is in sizes 

(continued on page 60) 
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Prebuilt 
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The most comprehensive, authoritative and timely report of the 
year for building materials distributors and dealers on the trends 
in prefabrication of components and brand-name houses. In- 
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2’x8’ and 2’x16’—but the sheets can 
be produced in any size. 

Another promising development us- 
ing finger-jointing is Sheet-Deck, roof- 
ing panels for commercial and residen- 
tial sub-floor and roof construction 
where the plank and beam system is 
used. 

One Montana mill is producing deck 
panels using 2x4 and 2x6 center- 
matched material, a half-inch spline 
glued in at the ends. 


STRAIGHTNESS is hallmark of finger- 
jointed framing. Closeup view shows 
joints. 


SHEET-DECK PANELS have recessed, 
glued spline at end and V-grooved 
pattern on one side. Panels can be used 
for commercial and residential roof and 
sub-floor construction where plank-and- 
beam system is used. 
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PROMOTION TEAM FOR WESTERN RED CEDAR HOUSE, left to right: Jack Fischer, builder; Bob Timlin, Timlin Lumber Co. (re- 
tailer); Larry Fitzpatrick, Fitzpatrick Lumber Co. (wholesaler); and Bryant Fisher, builder. 
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Wholesaler, Dealer Promote Cedar House 


MADISON, WISs. 


HE WESTERN RED CEDAR 
Assn. joined hands with a Madi- 
son wholesaler and retailer in a suc- 
cessful wood promotion during the 
11th annual Parade of Homes here. 
WRCLA dispatched its field man, 
Jack Chester, to Madison to super- 
vise and coordinate product supply 
and application of the “House of Ce- 
dar” which was built by Fisher & 
Fisher Co. Chester tied together 
wholesaler, retailer and builder for 
united promotion. 

Exterior walls of the home were 
clad in %4”x10” clear, vertical grain, 
all heart bevel siding. A front bay 
was finished with B & Better clear 
channel. Soffits were lined with %2”x 
6” B & Better T & G. 

Interior includes clear channel in 
the entry way, requiring some pieces 
to span 16’ or more. The recreation 
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room was paneled in 12”x8” B & Bet- 
ter T & G. The roof was cedar shingles. 

The Western Red Cedar was fin- 
ished with semi-transparent stains and 
stain waxes. 

Some 20,000 visitors toured the 
model homes, after paying admis- 
sion. The association field man passed 
out cedar literature. 

In addition, the promotion gave the 
local wholesaler and dealer the oppor- 
tunity to talk to nearly every Madison 
builder on the qualities of cedar. 

The success of the promotion has 
caused WRCLA to cooperate with 
similar promotions this year. 

s 


FOYER APPLICATION in Madison ‘‘House 
of Cedar’’ which shows clear channel 
western red cedar. The warmth of wood 
made the showhouse a favorite among 
the Parade of Homes. 
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TONGUE-AND-GROOVE WOOD BRICKS marketed by Private Enterprise Inc., Wich- 
ita, Kans., were used in cabin at Wichita Home Show this year. Retail cost of 5,000 
linear feet of brick in this small home would be about $1,500. Idea for wood bricks 


originated in South America. 
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REDWOOD-ON-THE-LAKE near Wichita used 17,000 linear feet of redwood bricks. 


House is occupied year-round by family of Private Enterprise, Inc. vice president. 
Bricks do triple duty as exterior finish, structure and interior finish. 


WICHITA, KANS. 

ASED ON A DESIGN created in 

Chile, South America, wood bricks 

are destined to become a new building 

material in this country, according to 

Keith Kittrell, head of the wood brick 
division of Private Enterprise, Inc. 

Kittrell should know what he is 
talking about. He and his family have 
lived for two years in “Redwood-on- 
the-Lake”, a Wichita showplace, pic- 
tured above. 

This house, built from wood bricks, 
is as modern as tomorrow. But, Kit- 
trell says, wood brick has a long his- 
tory. He cites a mansion in Salem, 
Mass., built of wood bricks in 1719, 
which “is as sound today as most 
modern dwellings.” 

Wood bricks are ideal for do-it- 
yourself construction and vacation 
cabin homes. But Kittrell and Bill 
Graham, PEI president, also foresee a 
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commercial building market for their 
product. 

The brick is shipped in handy car- 
tons which can be hauled in a family 
automobile. Graham points out that 
any retailer can sell these cartons over- 
the-counter for weekend erection of 
fences, playhouses and interior divid- 
ers, as well as homes. 

A PEI brick measures 242” in 
height and 312” in width, with various 
lengths. They are manufactured in 
California, marketed by the Wichita 
firm. 

Qualities for the brick are claimed 
as follows: 

—Will withstand salt air, damp cli- 
mate and strong winds. 

—Resilient strength enables the 
brick to support heavy snow and ice, to 
flex rather than fail in winds. 

—Can accommodate extreme tem- 
perature changes. 


Lumber Progress, 
Part 2 
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New 
Idea: 
Wood 
Bricks 


Market seen for both perma- 
nent dwellings and for second 
homes. Ideal for ‘‘do-it-your- 
self'’ trade. 


—Favorable insulation value. 

—A blow torch placed against a 
wood brick for several minutes results 
only in charring. 

—When properly tied to partition- 
ing walls, corner and side posts plus 
door frames and window frames, a 
wood brick wall is stronger than a con- 
ventional wall of 2x4s, siding and 
plaster. (Wood brick homes in Chile 
withstood earthquakes where other 
dwellings crumbled, according to PEI.) 

—Properly constructed, a wall can 
be seal-tight. PEI is now developing a 
fiberglass insulation strip which can be 
placed between layers of the brick. 

—DMoisture content is sealed through 
dip treating. 

Marketing. Distributors will be es- 
tablished to handle exclusive regional 
franchises. A good faith performance 
deposit of $1,000 is required of the 
distributor, which is refunded as pur- 
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CORNER SYSTEM used in redwood prick 
house built near Wichita, Kans. 


chases of wood bricks are made. The 
distributor must purchase by carload. 
Merchandising aids are planned for re- 
tailers. 

Southern pine. The Wichita firm is 
not the only company with an interest 
in wood bricks. A similar product us- 
ing southern pine has been tested in 
Texas by the Southwestern Settlement 
& Development Co., a division of East 
Texas Pulp and Paper Co., Jasper. 

The Texas bricks are 358” square 
and come in different lengths. For ad- 
ditional strength, glues are applied be- 
tween each brick. 


NAILING IN PLACE of southern pine 
brick produced by Southwestern Settle- 
ment and Development Co., Jasper, Tex. 
An 8d common nail is dropped into 
drilled hole, then nailed up tight with 
a punch. 





Lumber Progress—Part 2 


(begins on page 40) 





FIRST WHOLESALE LUMBERMAN to com- 
plete CRA correspondence course was 
Schell Harmon (center) of Palmer G. 
Lewis Co., Seattle. Harmon receives his 
diploma from Gilbert L. Oswald (left) 
member of CRS board of directors for 
Simpson Timber Co. Professor David P. 
Thomas (right) is author of the course. 


CONTENTS OF LUMBER TECHNOLOGY 
correspondence course and diploma, of- 
fered at cost by California Redwood 
Assn. The CRA people also offer exten- 
sive array of sales aids, on which deal- 
er's name can be imprinted. Current pro- 
motion campaign is on garden structures. 


Mailman Brings Wood Data 


SAN FRANCISCO 
HOLESALERS AND RETAIL- 
ERS can brush up on their 
knowledge of wood by means of a 
correspondence course offered by the 
California Redwood Assn. Some 425 
redwood salesmen have signed up 
for the course since April of 1960. 
There are 68 diploma-holders and an- 
other 30 who are now working on 
their last assignments. 

The main purpose is to educate 
salesmen on knowledge of wood, its 
properties and uses. A secondary pur- 
pose is to prepare wholesalers and re- 
tailers to meet the competition of 
wood substitutes. 

Consisting of 10 short assignments, 
each requiring about two hours of 
study, the course was prepared for 
CRA by David P. Thomas, associate 


professor at University of Washing- 
ton’s College of Forestry. It is based 
primarily on the Wood Handbook and 
CRA redwood data sheets. All refer- 
ence material is furnished. 

Cost of the course, including refer- 
ence material, is $10. The California 
Redwood Assn. is located at 576 Sac- 
ramento St., San Francisco 11. 

CRA Promotion. The redwood 
group is also active in developing pro- 
duct literature for retailers. The cur- 
rent campaign, which consists of four 
new folders, illustrates redwood patio 
dividers, redwood decks, redwood 
garden shelters and redwood fences 
and screens. Ad mats are also avail- 
able, as well as other promotion 
material in a dealer sales kit. The kit 
includes a sample of the CRA “Garden 
Book.” 





Utility Grade Promotion 


One of the outstanding lumber sales 
campaigns during the past few years 
has been the utility grade lumber pro- 
motion of the West Coast Lumber- 
men’s Assn., which points out that 
utility grade is “economy with no 
sacrifice in performance.” 

Cover of a 4-color, 8-page “how 
to use” booklet is shown (right). It 
illustrates uses for floor joists, plank 
sub-flooring on beams, sub-flooring on 
joists, 2”x4” studs, wall sheathing, lam- 
inated roofs, rafters and _ plank 
ceilings. 

A new WCLA project promotes a 
$445 “starter vacation cabin” which 
can be built in stages over three years. 
The cabin design is suitable for pre- 
fabrication. 

Copies of the utility grade book- 
let or details on the starter vacation 
cabin materials list and instructions 
can be obtained from the West Coast 
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Lumbermen’s Assn., Dept. BMM, 
1410 S. W. Morrison St., Portland 5. 


utility . 
grade 


WEST COAST LUMBER’ 


HOW TO USE 








Lumber Progress 
Part 2 


(begins on page 40) 


25-MINUTE AUDIO-VISUAL SALES 
TRAINING session on decorative 
hardwood wall paneling at J. W. 
Copeland branch retail yard in 
Portland, Ore. Listening to the 
teacher-commentator on a record 
player while they scan the coor- 
dinated illustrated textbook are 
(from left) Dale L. Vogler, Wally 
Moore, yard manager John Pedler 
and Jack Hartman, — specially 
trained Georgia-Pacific represent- 
ative. 


Dealer Training Sells Profit Items 


Effective merchandising aid by Georgia-Pacific Corp. stems 
from availability of specialty wood products such as panel- 
ing and also from company’s own field force. Newest sales 
campaign features ‘‘New Faces for Old Rooms." 


PORTLAND, ORE. 

HE SALES RESPONSIBILITY of 

a manufacturer is to carry its own 
product merchandising to the retail 
level, according to the Georgia-Pacific 
Corp. To this end, G-P helps to move 


PRESENTING WS 


"NEW FACES 
FOR OLD ROOMS” 


STARRING 
GEORGIA-PACIFIC 
REAL WOOD PANELING 


SYMBOL for 1961 promotion campaign 
for dealers is ‘‘New Faces for Old 
Homes." Above is a typical banner in 
program. 
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their lumber and wood products by 
training retail salesmen. 

It is part of a comprehensive “Part- 
ners in Profits” program for retailers 
which includes display and promo- 
tional aids built around consumer 
themes, particularly keyed to home 
improvement. 

Nearly 5,000 dealers across the na- 
tion are learning from a new type 
of audio-visual “talking book” train- 
ing this summer, sponsored by G-P 
through distributors (see picture 
above). 

The new twist in training techniques 
comes on top of a successful 1960 
training program. 

Dealer reaction is illustrated by this 
letter to G-P from Paul Foreman, 
sales manager of Myrtle Avenue Lum- 
ber Co., Monrovia, Calif.: 

“I want to tell you about the fine 
job and follow-up by Al Newman 
(G-P salesman). Al had an excellent 
meeting with our salesmen last week. 
He installed the promotion materials 
in our store and we feel they are very 
effective. 

“We sold out the original 12 pieces 


of pecan paneling, and have already 
reordered it. You will remember that 
we discussed the problem of that 
higher-priced item being in the pack- 
age, but we took it on the theory that 
we ought to have a ‘Cadillac’ in stock. 

“I think that the marketing concept 
which you folks have developed is go- 
ing to be very important in the profit 
picture of retail dealers. I want you 
to know how encouraged we are with 
your program.” 

The “talking book” sales training 
session was staged by G-P’s salesman 
at Myrtle Avenue Lumber Co. after 
the company signed up as a “stocking 
dealer.” 

Also, point-of-purchase displays 

were installed and ad mats, mailing 
pieces and other sales aids were pro- 
vided. 
New items. As a result of the G-P 
program, Myrtle Avenue Lumber 
added a number of new items and is 
selling them. At the start of the pro- 
gram this yard already carried Pre- 
mium 2-4-1 (a combination subfloor- 
underlayment), garage liner (a new 
hardboard wainscoted on the bottom 
third and perforated above), stand- 
ard perforated hardboard and various 
interior and exterior standard _ply- 
woods. 

Added in the “Partners in Profits” 
package, besides the pecan prefinished 
hardwood paneling mentioned in 
Forman’s letter, were three different 
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GPX yellow plywood items; Texture 
1-111 and decorative birch, elm, cher- 
ry and walnut plywood paneling. 

Stewart White, G-P vice president 
for the warehouse division, said that 
in almost all cases dealers who were 
worried by selling higher-valued pre- 
mium hardwood paneling lines have 
been coming back for orders. 

Distribution. The sales training and 
merchandising promotions for the re- 
tailer stem in a great measure from 
the G-P emphasis on_higher-profit 
wood specialties. The company also 
is a major lumber manufacturer. 

Another reason for the success of 
the dealer program is G-P’s distribu- 
tion network. With its own salesmen 
and its own warehouses, the company 
has the manpower and facilities to 
spearhead promotions and training to 
retail yards. 

Wholesale distributor salesmen were 
trained first in such matters as store 
display, advertising and product pro- 
motion. Then each distributor sales- 
man became a counselor and a teach- 
er for the retail program. 

Warehouses. Georgia-Pacific now 
has a network of 67 warehouses in 
metropolitan areas, keyed almost ex- 
clusively to service for retailers. Its 
growth has been phenomenal. 

The first warehouse was opened at 
Philadelphia in 1942 as a concentra- 
tion and distribution yard for war- 
time lumber shipments. No. 2 was 
acquired in South Boston in 1947 and 


No. 3 in Port Newark in 1948. 

In 1949 the company acquired its 
first real plywood and specialty distri- 
bution center in Chicago. The growth 
pattern started its climb in 1954 when 
a national warehouse division was or- 
ganized and an expansion program 
was launched. 

Acquisitions and new buildings were 
at almost a one-a-month rate in 1959- 
60 when there were 20 openings. This 
year three new warehouses have been 
opened and several others are under 
construction. 

Although most of the warehouse 
division’s business is small-lot out of 
the warehouse, they also do car-lot 
business on a direct mill shipment 
basis. 

The warehouse division had 20,- 
000 customers on January 1, 1960. 
Today there are 25,000 customers, a 
21% gain in less than 114 years in a 
slow market period. Stewart White, 
G-P warehouse vice president, says this 
is due to “better service.” 

A big new warehouse in Clifton, 
N. J. is cited as an example. In its 
first six months this expanded ware- 
house had a 34% increase in number 
of customers. 

Lumber distribution varies according 
to region and species. Roughly, west- 
ern pine and fir region sales are han- 
dled by G-P’s own salesmen on the 
west coast and southeast and through 
wholesale distribution in other areas. 
Redwood has G-P sales offices in 


Augusta, New York, Chicago, Dallas, 
Los Angeles and San Francisco serv- 
icing their regions; yellow pine is sold 
mostly to industrial accounts. 





Plywood, Fence Post 
Standards Available 

WASHINGTON—Printed copies of 
two commercial standards are now 
available from the Government Print- 
ing Office for 15¢ each. 

Revision CS 45-60, “Douglas Fir 
Plywood,” covers grades of interior, 
exterior and overlaid plywood for 
both Douglas fir and western larch. It 
requires all plywood,  grade-trade- 
marked or otherwise indicating con- 
formity with the standard, be accom- 
panied by an inspection certificate 
from a testing agency. Requirements 
and tests for scarfed joints and special 
constructions are included. 

“Pressure Treated Wood Fence 
Posts (with Oil-Type Preservatives)” is 
a newly-established standard, CS 235- 
61, which requires a grade mark sym- 
bol on each post to assure users of 
getting properly treated items. 


Toch Bros. Announce Expansion 

New YorkK—Peter Corsell, pres- 
ident of Toch Bros., has announced 
expansion of the firm’s executive and 
sales headquarters at 521 Fifth Ave. 
The firm is also completing construc- 
tion of manufacturing facilities in 
Kearney, N. J. 
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with ADservice mats 


ADservice ad mats. 


vertising. 
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Simplify the job of preparing your ad- 
vertising with easy-to-use ADservice ad 
mats. Anyone can turn out advertise- 
ments that bring in business, quickly 
and easily with amazingly low-cost 


ADservice offers you persuasive copy, 
top-quality illustrations and attractive 
layouts custom-designed by profession- 
als who specialize in lumber dealer ad- 


Used for years by hundreds of the 
best-known, most profitable lumber- 


¢ ADservice makes it easy to prepare effective 
lumber dealer ads. 


ADservice will cut the time it takes you to 
prepare an advertisement. 


ADservice makes it simple to prepare any 


size ad. 


ADservice offers you hundreds of top-quality 
illustrations for your ads. 


ADservice supplies professional layouts for 
your advertisements. 


ADservice gives you fresh copy for ads that 


is convincing and action-provoking. 


For complete details write today for FREE 
ADservice catalog. Available only from — 


CHICAGO 3, ILLINOIS 


BUILDING MATERIALS MERCHANDISER 


59 EAST MONROE STREET - 
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CLIPS are nailed to sheathing or studs 
and fit into a groove along the butt 
edges of the prefinished redwood siding 
used in demonstration house. Fastening 
system eliminates nailing through the 
siding. 


Lumber Progress—Part 2 


(begins on page 40) 




















er's in-place time and costs, manufacturer reports. Groove in butt edge of siding is 
placed over clips and siding slips into place. 


Breakthrough in Prefinished Wood Siding 





COMPLETED HOUSE with prefinished redwood siding built in Palo Alto, Calif. Other 


houses will be built using the new siding and various fastening systems in other parts 


of the country. 
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PaLo ALTO, CALIF. 
ICTURED ON THIS PAGE is 
the first entire house sided with a 
completely prefinished painted wood 
siding, requiring no painting at the job 
site. Pre-primed wood siding up to this 
time has required at least one finish 
paint coat at the site. 

Doug Couch General Contractors, 
Inc., the builders, used prefinished Pal- 
co kiln dried, vertical grain redwood 
siding. 

It is one of several demonstration 
homes planned throughout the country 
by the Pacific Lumber Co., San Fran- 
cisco, manufacturers of the new pre- 
finished redwood siding. 

William G. Van Beckum, vice presi- 
dent for research and development at 
Pacific, said that the demonstration 
houses are part of the company’s plan 
to acquire facts on installation costs 
for completely prefinished wood sid- 
ing. 

“When the final demonstration 
house is completed, any desirable sys- 


(continued on page 67) 
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LUMBER PROGRESS—Part 2 
Prefinished Wood Siding 





tem refinements will be incorporated 
prior to marketing PALCO prefinished 
siding,” he said. 

Contractor Doug Couch said that 
the siding helped to cut in-place costs, 
but no figures were disclosed. 

The siding was prefinished at the 
Palco mills in Scotia, Calif., using a 
Steinemann curtain coater, which as- 
sures a uniform application of finish 
paint. 

Van Beckum said that the siding is 
back-sealed, adding: “We believe that 
the combination of back sealing, uni- 
form machine finishing and a unique 
‘breathing feature’ of our fastening 
clip system will materially increase 
paint life by reducing the incident of 
blister-causing moisture from within 
the house.” 

The prefinished system eliminates 
nailing through the siding, solving the 
problem of paint failure at nailheads. 

Several concealed clip systems for 
fastening the siding are being tested in 
the demonstration homes. The house 
in Palo Alto primarily used a system 
developed by the California Redwood 
Assn. The fastening clips are nailed to 
the studs or sheathing and fit into a 
groove along the butt edges of the sid- 
ing. This permits natural ventilation, 
helping to prevent moisture condensa- 


PACKAGE for prefinished wood siding 
is protected by plastic coated paper to 
prevent shipping damage. 


tion on the back of the siding. 

Van Beckum called the Palo Alto 
house the “first step” towards achieve- 
ment of a “uniform, completely fac- 
tory-applied paint finish for wood sid- 
ing.” The machine paint application 
meets FHA requirements, he said. 


Insulite Price Increase 


MINNEAPOLIS—The Insulite build- 
ing products division of Minnesota 
and Ontario Paper Co. has announced 
an 11% increase in its published list 
price for 4%” insulating sheathing 
board. The new delivered price of $56 
per thousand square feet to building 
product wholesalers applies to all ship- 
ments beginning August 7. 





12-PAGE 
TRUSS 
REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 

Single copies 25¢ 


Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


BUILDING MATERIALS Merchandiser 


59 E. Monroe St., 


Chicago 3, Iil. 











REPRINT SERVICE — Building Materials Merchandiser 


READ HOW 


PREFAB HOMES 


will affect your business— 
whether you like it or not! 


@ The most authoritative and timely report available 
to dealers and wholesalers on prebuilt housing, re- 
printed from exclusive field studies by this maga- 
zine. Only 50¢ a copy. 

Send remittance with order to: 
Reprint Editor, Building Materials Merchandiser, 
59 E. Monroe, Chicago 3, Ill. 














REDUCE delivery costs. 
UNLOAD a LOAD or HALF LOAD at a time 
with an 
R-B ROLL-OFF 
, truck body 


“He didn’t own a scooter ’til he 
sold his business through that 
Building Materials Merchandiser 
classified ad”’ 


Whether you’re looking for a new job... 
a new man to fill an old job . . . want to 
buy or sell equipment, lumber, a business 
—you'll get results by using the classified 
pages of Building Materials Merchandiser! 


Building Materials Merchandiser 


59 E. MONROE ST. @ CHICAGO 3, ILLINOIS 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 
1921 Guinotte, Kansas City 20, Mo. 
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Lumber Progress—Part 2 
(begins on page 40) 


Untouched by Human Hands 


SEATTLE 

ROGRESS among leading lumber manufacturers in- 

cludes recent installation of pushbutton sawmills. One 
example is pictured above—the new mill of Simpson 
Timber Co. at Shelton, Wash., which produces lumber 
without men laying a hand on a log or board. 

The new mill, Simpson’s third at Shelton, will produce 
120,000 board feet of lumber per 8-hour shift, with 10 
men stationed at pushbutton panels. This is an average of 
12,000 feet per man compared with industry figures of 
5,000 to 7,000 feet per man. 

Company Officials anticipate that the capacity may be 
even higher than expected once its intricate control system 
is broken in. 

Simpson foresters stated that the new mill will economi- 
cally utilize thinnings from vast stands of second-growth 
Douglas fir. The mill is scheduled to use 30 million feet of 
second-growth logs annually and much of this will be 
from thinnings under scientific forest land management. 

Plywood box beams were used to support the roof, 
which was built from stressed-skin panels. 





FINEST Pine Grown 
INTHE Sourn 








Outdoor Lumber Promotion 


CROSSETT, ARK. 
Crossett Lumber Co. is giving outdoor billboard ad- 
vertising support to its dealers in seven selected markets 
in Arkansas, Louisiana and Mississippi on an experimental 
basis. As seen above, the boards give a striking three 
dimensional effect by using a protruding pine log. The 
slogan seen on the face of the billboard is changed periodi- 
cally. 
Pictured with the board is W. R. Purifoy, sales manager 
of Crossett Company’s lumber division. 
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it’s easy to 
prepare effective 
advertisements 
with... 


ADservice mats 


Simplify the job of preparing your adver- 
tising with easy-to-use ADservice ad mats. 
Anyone can turn out advertisements that 
bring in business, quickly and easily with 
amazingly low-cost ADservice ad mats. 

ADservice offers you persuasive copy, top- 
quality illustrations and attractive layouts 
custom-designed by professionals who spe- 
cialize in lumber dealer advertising. 

Used for years by hundreds of the best- 
known, most profitable lumberyards 
because — 


ADservice makes it easy to prepare effec- 
tive lumber dealer ads. 


ADservice will cut the time it takes you to 
prepare an advertisement. 


ADservice makes it simple to prepare any 
size ad. 


ADservice offers you hundreds of top- 
quality illustrations for your ads. 


ADservice supplies professional layouts 
for your advertisements. 


ADservice gives you fresh copy for ads 
that is convincing and action-provoking. 


Per complete details write today Q 
for FREE ADservice catalog. 
Available only from — 


Building 
Materials 
Merchandiser 


59 E. Monroe St., Chicago 3, Ill. 


A merican L umberman 


A Deservice 


CATALOG WO. 2..Wat Paces 29 9 34 











Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 








Wanted: Man with experience in manage- 
ment, selling, purchasing and estimating for 
lumber and building supply yard in Central 
Illinois. Group insurance and pension _ 
gram offered with this position. Address 
Box P-78 Building Materials Merchandiser. 





OPPORTUNITY 


for man experienced in retail lumber sales. 
Must be able and anxious to develop his 
abilities toward goal of management with 
fast-growing retail lumber company. Must 
be willing to relocate. Minimum salary $7,200 
per year plus incentive program and com- 
plete company-paid benefits. Write giving 
qualifications, job history, age, and marital 
status. Box R-22 Building Materials Mer- 
chandiser. 





MANUFACTURER’S 
REPRESENTATIVE WANTED 











Manufacturer of Roof Truss Machines—Metal 
Connector Plates—Complete Truss Making 
System—needs active representatives for 
many choice areas. Only men with allied 
lines calling on large lumberyards and tract 
builders need apply. Reply in detail includ- 
ing all lines now handled in first letter and 
furnish references. Box R-21 Building Ma- 
terials Merchandiser. 





Manufacturer’s Representative Wanted: Call- 
ing on building supply, lumber yards and 
millwork houses, by established eastern man- 
ufacturer of high quality complete line of 
rolli door hardware. Excellent territories 
available. Top commission. Reply in con- 
fidence, full particulars. Box R-20 Building 
Materials Merchandiser. 





SITUATION WANTED 











Experienced Salesman, with solid following 
in New York and vicinity, seeks lines as 
MANUFACTURER'S REPRESENTATIVE for 
specialty items sold to Lumberyards, Distrib- 
utors, Wholesalers and Industrials. Com- 
mission, references, office, car. Address 
Box R-24 Building Materials Merchandiser. 





MANUFACTURER'S 
REPRESENTATIVE AVAILABLE 











MILL REPRESENTATIVE, with large follow- 
ing among Wholesalers and Retail Lumber 
Yards in Metropolitan New York area, seeks 
connection wi top-notch source to sell 
Millwork, Mouldings, Lumber and all al- 
lied building materials. Experienced - of- 
fice - references - commission. Address 
Box R-23 Building Materials Merchandiser. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
11$ North Fourth Street 
Minneapolis 1, Minn. 





PONDEROSA PINE 
Write us about your requirements: 
1. #3 Com S4S RWRL or 1x12 
2. #4 Com S4S RWRL or 1x12 
3. 4/4 S4S C & Better RWRL 
Ponderosa Pine de Mexico 
P. O. Box 88, Ft. Worth, Texas 
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OF 
BUILDING 
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Cyclopedia 


of BUILDING TERMS 


fe Senderd ember Abore, 


t Glossery of ttitiwork Terms 


- 
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Cosoments 
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Compiled by American Lumber- 
man 75¢. Useful to newcomers 
in the industry and experienced 
personnel alike. A handy refer- 
ence to: over 1,000 building 
terms, charts and tables; funda- 
mentals of light construction; 
legal terms connected with the 
building field. 


Single copies 75¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


BUILDING MATERIALS Merchandiser 
59 East Monroe Street 
Chicago 3, Illinois 


Send me. copies of ‘*‘Cyclepedia ef 
Building Terms.’ Money to cover is enclosed. 

















A woman wants to be a part of a man’s future. A man wants 


to be part of a woman’s past. 
” 7 * 


Pity the poor clergyman who bought a used car and then 
didn’t have the vocabulary to use it. 
7” * + 


Sam: “So she refused to marry you. Didn’t you tell her 
about your rich uncle?” 
Pete: “Yeah, I told her and she’s my aunt now.” 
* * * 


When the doctor told McTavish that his wife’s tonsils should 
have been removed when she was a little girl he sent the bill 
to his father-in-law. 

om * *~ 

A happy marriage is one in which the husband likes his 

wife better than anybody else’s. 


* * * 


Organization, know-how, experience and service. Put them 
all together they spell MAUK. And, for over half a century 
MAUK quality has been synonymous with the best. That’s 
the MAUK Lumber Co., of course. 


x x * 


Simple Celia says the only way to handle temptation suc- 
cessfully is to yield to it. 
* a * 

The man went into the tobacco shop and asked for a pack 
of cigtrettes. 

“What kid?” asked the clerk. 

“Huffenpuffs,” replied the man. 

“King size or regular?” 

“King.” 

“Filter tip or plain?” 

“Plain.” 

“Mentholated or straight?” 

“Straight.” «- 

“Crush proof box or pack?” 

“Never mind,” answered the man, “I think I’ve just beat 
the habit.” 


* * * 


Do You Know What Dep'’t.: 

Do you know what flattery is? The art of telling someone 
exactly what he thinks of himself. 

Do you know what home is? The place a man goes when 
he’s tired of being nice to people. 

Do you know what MAUK is? The source of good sales 


for you. 
* * * 


MAUK Seattle Lumber Co. 


Seattle, Washington 


* * * 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 
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Time-Saving Card—See Back Cover 


Wood Louvered Products. A new 16-page brochure includes 
typical applications, full descriptions and prices of Cannon 
Craft wood louvered shutters, shutter screens, door kits, multi- 
fold door sets, outside shutter panels, cupboard shutters and 
patio vista shutters. It also details the numerous sales aids 
available to dealers. Cannon Craft Mfg. Co. 

Circle No. 214 on Handy Cover Card 


Prefinished Sidings. A multi-color, 8-page folder, “Olympic 
Prefinished Sidings,” contains detailed information on the ma- 
terials and applications of each of the seven wood products 
manufactured by Olympic Stained Products Co. 

Circle No. 215 ow Handy Cover Card 


Laminated Wood Structural Members. A new catalog details 
the use of laminated wood structural members in church con- 
struction. Floor plans, span dimensions, section sizes and 
descriptive information covering a wide range of church de- 
signs are included in the free booklet. Rilco Engineered Wood 
Products Div., Weyerhaeuser Co. 

Circle No. 216 on Handy Cover Card 


Utility Grade West Coast Lumber is pictured, described and 
discussed in a new 8-page booklet. Entitled “How to Use 
Utility Grade West Coast Lumber,” the full-color, 8%” x 11” 
brochure is available without charge. West Coast Lumbermen’s 
Assn. 

Circle No. 217 on Handy Cover Card 


Three new folders, “Why Wood Is Best for Doors,” “Why 
Wood Is Best for Windows,” and “Why Wood Is Best for 
Cabinets & Built-ins”, now are available in quantities free of 
charge. National Lumber Manufacturers Assn. ~ 

Circle No. 218 on Handy Cover Card 


Ply-Veneer. An 8-page guide for specifying, working and apply- 
ing Weyerhaeuser Ply-Veneer is announced. It fully describes 
the many uses for the economical utility panels, including 
backing for ceiling tile, paneling for attics and garages, ware- 
house partitions or lightweight folding screens. Weyerhaeuser 
Co., Silvatek Div. 

Circle No. 219 on Handy Cover Card 


A 20-page, annual report of The Crossett Co. presents sales 
and earnings, a financial review and tells plant expansion and 
improvement. The Crossett Co. 

Circle No. 220 on Handy Cover Card 


“Lumber Industry Facts.” A new edition of the statistical hand- 
book, “Lumber Industry Facts,” traces over 350 years of 
growth and progress in the American lumber industry. The 
free, 56-page booklet contains thousands of facts and figures 
on forest resources, lumber production, consumption, stocks 
and shipments, industry employment, exports-imports and fi- 
nancial statistics. National Lumber Manufacturers Assn. 
Circle No. 221 on Handy Cover Card 


Mixed Car Shipments. Unique Palco service of mixed car ship- 

ments of redwood, fir lumber and fir plywood is fully described 

in a new illustrated, free booklet. The Pacific Lumber Co. 
Circle No. 222 on Handy Cover Card 


Wood Commercial Structures. Dramatic, full-color photographs 
of outstanding commercial buildings are included in a new 
booklet, “Buildings for Business.” Each photograph is accom- 
panied by explanatory text pointing out dimensions and 
species of West Coast lumber used. Copies of the 842” x 11 
12-page booklet are available without charge. West Coast 
Lumbermen’s Assn. 
Circle No. 223 on Handy Cover Card 
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Welcome to our house! It’s full of Good 
Housekeeping Guaranteed Miami-Carey Products. 
Sparkling Miami-Carey bathroom cabinets 

and accessories ... warm, laughing door chimes in 
32 different styles... Miami-Carey Coverange Hoods 

for the prettiest, cleanest kitchens. For literature 

on any of these products, and for information on 
taking full advantage of the Good Housekeeping 

Seal, write Dept. BMM-761, Miami Cabinet Division, 
The Philip Carey Mfg. Company, Middletown, Ohio. 
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BATHROOM CABINETS AND ACCESSORIES 
MIRRORS 
RANGE HOODS AND VENTILATING FANS 
DOOR CHIMES 
ACCESS DOORS 


Inside, outside 
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Floor of this bedroom-bath created in “‘pegged” planks of Kentile Custom Cork. Widths: 4”, 6”, 
and 8”, Ideal for kitchens, dining rooms, living rooms, dens. Russet Wall Base is Vinyl KenCove®. 


New from Kentile! Custom Cork Planks that cl 


Here’s the floor that really sells customers on putting down cork! New Mo 
Kentile® Custom Cork (in pegged planks) gives them all of cork’s comfort 


stal-clear polyurethane resin for the toughest * Compl 


and quiet... plus. 
6s 1 “} Asbest 
floor Salah ever. It’s ee cork tile that fights off dirt, scuffing, and grease. Famor 
as no other floor ever could! Best of all, you can get delivery from one of every 
- a . ’ } e Kentil 
150 distributor warehouses across the country “tes 
: SOS é : Shows 
hours. No need ever for you to carry big stocks of any Kentile product. extra fl 


More information: Contact your nearest 
Kentile Floors Regional Office shown below. 


58 Second Ave., Brooklyn 15, N. Y. ¢ 350 Fifth Ave., New York 1, ¢ 3 Penn Center Plaza, Philadelphia 2. 
900 Peachtree St., N.E., Atlanta 9, G a. * 106 West 14th St., Kansas c i 5, Mo. * 4532 So. Kolin Ave., Chicago 


usually within 24 












at clean as easy as Vinyl 


More reasons why it pays you to 
carry Kentile Floors 
e Complete line also includes Asphalt Tile, Vinyl 
Asbestos, Solid Vinyl, and Rubber Tile. 
e Famous Kentile guarantee backs each and 
every tile you sell. 


e Kentile Sellability Sales Training Program. 
Shows you how to add extra business without 
extra floor space, extra help, or big inventories. 


BD} GROMERE! 


delphia 2, Penn. ¢ 55 Public Square, Cleveland 13, Ohio 
., Chicago 32, Ill. ¢ 2929 California St., Torrance, Calif. 








